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Merchants who are building good brush business, in the face of 





intense competition, have no time to waste buying brushes from 
several sources. Here's an example: 


A merchant stopped buying from several sources. He saw the 
wisdom of concentrating on Osborn Brushes. 


In one move, he simplified brush buying; controlled brush stocks; 
quickened turnover; and increased his brush profits. 


Ask your jobber to supply you with Osborn Brushes. If he can't, 


write us. 


THE OsB0RN MANUFACTURING COMPANY 


5401 Hamilton Avenue - Cleveland, Ohio 
Sales Offices: 
New York, Detroit, Chicago, San Francisco 


CONCENTRATE ON 
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WHAT OUR ADVERTISING 
TIME MEANS TO HARDWARE 
HES DEALERS 


HE CONSISTENT campaign of advertising 


TIME which we are conducting in The Saturday 
Evening Post and other publications read 

M ? by millions of families, is specifically directed 
° to send customers to hardware merchants to 


buy YALE products. 
We know that it is producing results. 


Dealers who employ just a little cooperative 


ice of . 
effort will reap the greatest returns from this 
from advertising. 
The first important requisite is to identify 
win your store as a YALE store. You can do this 


by prominently displaying the YALE decal- 
comania key sign on your window or door. 
It tells the public that you are a distributor 


‘ocks; of YALE Locks. 


The second requirement is to keep YALE 
Padlocks, Auxiliary Locks and Door Closers 























. ' 
a, prominently displayed. Show them in your 
window frequently. The third is to recom- 
mend YALE security to customers at every 
opportunity. a 
We are glad to make this substantial invest- menennos 
ment in advertising to help increase your sales 
and profits; and we are anxious to have ev ery The above picture, reproduced 
dealer make the most of it. from a recent advertisement in 
The Saturday Evening Post, 
“The name YALE helps the sale.” shows how YALE advertising is 
sending customers to hardware 
THE YALE & TOWNE MFG. Co. merchants. 
STAMFORD, CONN., U.S.A. 
ens AUGUST 16, 1934 , 3 
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HARDWARE STORES GET 


Fisher Brass introduces new packages 
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NEW SELF DISPLAY PACKAGE THAT SELLS ITSELF 


@And now — Fisher introduces packaged fixtures 
that lift plumbing brass from the dark corners of your 
store right out to your counter — where they’ll sell 
themselves! 
e Plumbing fixtures are no longer the “Cinderella” of 
the Hardware Trade. They’re “dressed-up” now in 
packages of striking beauty and modern design... 
fitting containers for Fisher Quality Fixtures. 
@ Life and color for your shelves! Strong, sturdy con- 
tainers for shipping! Self-displays for your counter that will 
stop a customer...and sell him on the spot. 
@ Lead the field with Fisher ... put the new package to work 
for you now! 

Write or ask your jobber for complete information. 
















L 15 Lavatory Faucet with 
Inverted S. B. 


The style leader of lavatory 
faucets. Heavy, handsome and 
finished in sparkling chrom- 
ium, the L-15 will bring in old 
customers and make many 
new ones. 


Packed one pair in a box. 





S 222 Top Spout Sink Fixture 
with Remova-Units 








Modern in style... attractive 
in design ...a chromium fin- 
ish that is beautiful and guar- 
anteed to last. A real sales 


booster. 


Packed one in a box. 
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ET A NEW PROFIT LINE 


ages  ... mew fixtures... new construction 
ESPECIALLY DESIGNED FOR THE HARDWARE TRADE 


e Here’s, renewed life for your plumbing 
business! Fisher leads the way with new, 
colorful packages that dress up your 
shelves and pop into attention-getting 
displays for your counter! 
e New distinctive plumbing fixtures of 
modern design finished in sparkling 
Old style faucet closes against chromium, lustrous nickel and highly The Remova-Unit closes with 
the water pressure. polished brass! And the new construction the water pressure. 
features of the Fisher Remova-Unit... 
one of the greatest developments in 
plumbing brass, that more than doubles 
the life of the fixture, eliminates worry 
and costly repairs and requires only 
finger-tip pressure for full operation! 
e Lead the field with Fisher! Give your 
sales book new life! Treat your store to 
ont osname merchandise that actually sells itself... S5'Sinn of concoct er 
to new customers who will want it...and closing 
to the greater profits that Fisher Fixtures 
promise you for 1934! 


Write or ask your jobber for complete information. 
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aa] Wl Sy @ Faucets with old style construction will soon be obso- 
vila ~ e 
TATA LEEUNNES lete. They close against the water pressure. The washer 
1 . e No seat to cut on Re aova- 
Fixture is destroyed if washer wears unevenly and sometimes wears through. When it alt, wales is. <a. Gale 
wears through and seatiscut. does, the seat is cut and the fixture destroyed. wearing part. 


@ The Remova-Unit shuts off water with the water pres- 
sure with slightest finger-tip effort. It provides two surfaces for contact...a guatantee against leakage. The 
washer is the only possible wearing part...and its sturdy, durable composition promises a lifetime of service. 


FISHER - BRASS: INC. <i> 


MARYS Vtititt ts, Oo H I O 
New York Office and Warehouse 442 West 49th St. 












a Be avecines 
with - ae etn t Sink oy B 12 Bath Faucet with 
4-inc ose end faucet Remova-Unit 

Seon | illustrated) New, distinctive style of large 

cones Rich red brass, gauge-checked ball pattern design ... finished 

in sd machining and the famous in sparkling chromium or 

mde Remova-Unit guarantee. De- lustrous nickel plate. A sales- 
ny pendable year in and year out getter for replacements or new 

sales and profits. installations. 
aXe Packed six in a box. Packed one in a box. 
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Styled Up...Designed...Merchandised...to bring you 
a steady income from a growing business on BLADES 


The New 


KEEN KUTTER 


with tarnish-proof chromium head and colored catalin handle 
















Why men who try it 
keep on using it 





Just 3 parts — the frame, the guard and 


the blade. Slips easily into position. 


Long slender handle, and extreme 
light weight—less than one ounce— 
for perfect control of every stroke. 


Designed so blade lays at correct 


“DOES IT GET AND HOLD THE BLADE BUSINESS”—that's the 
question for you to ask of any safety razor proposition. That's 
where the profits are—on the blades.... The New Keen 
Kutter builds blade business like no*other razor on the market 
today. Here are the two big reasons why: 


shaving angle against face. Real 
shaving action—no scraping. 


Lather and whiskers collect at back— 
and rinse right off. 


1. You don’t have to sell this razor. You give it away FREE with 
the purchase of a pack of Keen Kutter Blades at the regular 
retail price of the blades alone— including your full margin of 
profit....Just look at the razor. Not a cheap detail on it. 
Styled up from top to bottom, the New Keen Kutter looks its 
part—a fine, highly finished shaving instrument. 


Blades of bright, hard, high-temper- 
ed steel. A fine piece of cutlery 
with a keen, sharp edge. 


GREEN, 
BLACK OR 
RED HANDLES 


| Sample Razor FREE—Try It Yourself! 
‘ SIMMONS HARDWARE CO., St. Louis, Mo. 

What are the full facts about the New Keen Kutter 
Razor — and your special offer — that make it suc- 
cessful in building up a profitable business on 
blades? Send information and sample of razor 
(without cost or obligation.) 


2. Your blade business on the New Keen Kutter is the kind 
that “stays with you.” When a man uses a Keen Kutter he asks 
for Keen Kutter Blades in the orange and green package.... 
That means that every man who gets a Keen Kutter is a good 
prospect for you on blades. In almost no time you have a 
thriving blade business continuing year in and year out. 


Get started now. Introductory offer, including display stream- 
ers, self-selling counter display card and full merchandising 
co-operation. MAIL COUPON for complete details. 

SIMMONS HARDWARE COMPANY 


Pe UA 6h 6 decd cnwsesndedadutedséceseune 


OTe rT eT erTerry TT ere Tr TT eT ere 
ress ST. LOUIS, MISSOURI 
CT eT er ne eemer 
& oe oe oe eee oe ee ee ee ee oe dl “The Recollection of QUALITY Remains Long After the PRICE is Forgotten” ... E.C. SIMMONS 
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From the very beginning—American Steel & Wire 
Company Fences have been developed with the full 
aid of laboratory and metallurgical tests. We are 
proud of the outstanding qualities that such tests 
demonstrate—but, we know that the great preference 
shown for this product is not the result of these claims. 
Instead—Zinc-Insulated Fences are purchased by a 
majority of farmers because they have stood the test 
of time—actually proved their ability to render longer 
and more economical service. From a sales standpoint 
—actual demand is worth countless reams of theory. 
Sell Zinc-Insulated Fences—feature them prominently 
y —let past performance build volume for you. 


it’s the 
, That's 
+ Keen 
market 


- ae 


\ 
witch Tt ’ 
Sa dee aie ae 


SE with 
‘egular 
rgin of 
| on it. 
oks its 


owe e+ 


i 
WAY 


e kind 
e asks 
ee 


1 good American Steel and Wire Company 
nave a Zinc-Insulated Fences, Steel Fence Posts and American 
° Steel Gates have definitely established themselves 

















wees. as the fastest selling items in their respective fields. 
idising 
ANY 
AMERICAN STEEL & WIRE COMPANY 

on 208 South La Salle Street, Chicago SUBSIDIARY OF UNITED day) STATES STEEL CORPORATION Empire State Building, New York 

MMONS 94 Grove Street, Worcester AND ALL PRINCIPAL CITIES First National Bank Building, Baltimore 
Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco Export Distributors: United States Stee! Products Company, New York 
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The English isn’t correct but the 
thought is. Many a Mechanic, refer- 
ring to those sharp cutting tools that 
carry the Genuine Nicholson Trade 
Mark, says ‘They’re a great file.” 

And they are. Genuine Nicholson 
Files have the stuff that wins the en- 
thusiastic support of hard boiled 
mechanics who are normally tight 
lipped with praise. They have the 
lasting quality which builds sales 
year after year for hardware dealers 
who sell them. 


“They're a great file 

















Stock Genuine Nicholson Files in 
all the shapes and sizes demanded 
by industry, the farm, the home work- 
shop, the lumber camps, and schools. 
Your customers will agree with 
thousands of satisfied users all 
over the country that “They’re a 
great file.” 

At your jobber’s. Nicholson File 
Company, Providence, R. I., U.S. A. 
Nicholson Files are exhibited in ‘The 


Home Workshop” at A Century of Pro- 
gress, Chicago, Building 3, second floor 


FILE FOR 


EVERY 


PURPOSE 
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back to your store for more! 








ONLY Gold Stripe Brushes 
have Gold Stripe 
Fiber Jackets 


It’s proved a real sales help, this 
acket for preserving paint 
rushes after they've been used! 

It's one of the reasons dealers 

find it easier to sell customers 

Gold Stripe Brushes rather than 

smaller-profit “cheap” brushes! 

Not only that! This jacket keeps 

your brush stock clean and in 

perfect condition. 








@ Frankly, many dealers who took on the Gold Stripe Brush line were 
skeptical about the sales value of the Gold Stripe. They bought these 
brushes because they saw that there weren’t any better brushes made! 

Ask these dealers now and they'll tell you that they found the Gold 
Stripe the greatest sales help they’ve ever had! Here’s why. Gold Stripe 
Brushes look superior and are. That makes it easier to sell them against 
cheaper lines. That boosts dealers’ volume and profits! 

And here’s where the customer comes in. He finds that a Gold Stripe 
Brush does the kind of a job he wants. He remembers the Gold Stripe 
on the handle that makes this brush look different from all other kinds. 
That brings him back to the same store for other Gold Stripe Brushes, 
for his future paint needs, too. Both thecustomer and the dealer are the gainers! 

It will pay you to get full information about this distinctive line of 
brushes. Mail the coupon today. No cost, no obligation. 


GOLD STRIPE BRUSHES 


A product of the 


PITTSBURGH 
PLATE GLASS COMPANY 


OP. P. G. Co., 1934 


MAGNET! 
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SF. 


Gold 
Stripe 


Pencil \ 


To dealers interested in selling 
Gold Stripe Brushes, we will send 
complete information .ogether 
with this automatic pencil, free. 
Address: Pittsburgh ?late Glass 
Co., Dept. 48, Brush Division, 
Baltimore, Md. 






\ 


IE 


EE 




















* Natienal * 


incorporates the finest 
features in this over- 
head type of door set! 





A popular size door set that leaves ample 
space above the car—8 feet wide by 


6 feet 6 inches high KILFUL designers achieved the ultimate 

S in the No. 900 National Door Set. 

Every detail of its design, construction and operation was given careful 

attention, with the set purpose of presenting to the trade an overhead-type 
door that would render long and dependable service. 


When installed these door sets not only present a smart appearance, but 
their smooth, quiet action lifts the doors easily and gracefully off the floor, 
leaving free use of its entire area and safely storing the doors overhead 
where they are safe from damage. A special cam closing feature promotes 
a weather-tight fit, augmented by rabbeted joints which exclude moisture. 


A popular new size 8 feet wide by 
6 feet 6 inches high is illustrated. 
It will most appropriately serve 
the low, streamlined cars of today. 


Every day the circle of National boosters 
is growing larger. New users, new 
enthusiasts, endorse this ultra-modern 
door set and are creating profitable sales 
for National dealers everywhere. 


National hardware is sold 
direct to the retail dealer— 
a policy that promotes 
quality, service and direct 
selling cooperation. 





View showing hardware mounted on the inside of the garage. 


NATIONAL MANUFACTURING COMPANY (iiinors 














10 HARDWARE AGE 


Il 


r- 
of! 


nate 


Set. 
eful 


ype 


but 
Or, 
ead 
tes 
ire. 


ge. 


1G 
1S 


ué 
= 


After all YOUR CUSTOMERS 
RUN YOUR STORE 


ae Analyze their kicks! 


IF YOU’D HEAR CUSTOMERS SAY: 


“IT’S TOO MUCH QUALITY 
IT LOOKS TOO GOOD 

IT LASTS TOO LONG 

IT’S TOO WELL MADE” 


—you'd live in heaven. But they never complain 
of things like that. 





IF YOU HEAR THEM SAY: 


“IT’S CHEAP AND SHODDY! 
IT’S NOT SATISFACTORY 

IT GAVE POOR SERVICE 

IT’S AN UNKNOWN PRODUCT” 


—you’ re going to lose business. Repeat business 
is built by selling quality merchandise. 
Cyclone ‘Red Tag’’ products have a nation- 
wide reputation for real value. 








It's experience, nearly half a century of it, has given Cyclone (1) the 
proper knowledge of raw materials, (2) the proper methods of manufacture, (3) 
the proper equipment needed to produce this line of ‘Red Tag’’ specialties 
which is favorably known to millions of consumers and profitable to innumer- 
able dealers. Order from your jobber. If he can not supply you write us direct. 


CYCLONE FENCE COMPANY 


one General Offices: Waukegan, Ill. 
Branches in Principal Cities. 


REG.U.S.PAT. OFF SUBSIDIARY OF unrren IQs stares STEEL CORPORATION 


f3 ay Pacific Coast Division: 
Be Ta ; “ft 0 D U CTS STANDARD FENCE COMPANY 
Oakland, Calif. 





Cyclone ‘‘Red Tag’’ Cyclone ‘‘Red Tag”’ Cyclone ‘‘Red Tag’”’ Cyclone ‘‘Red Tag’’ Cyclone ‘‘Red Tag’? Cyclone “Red Tag’”’ 
Screen Cloth, made of Lawn Fence for years Burner Baskets, three Gates, walk or drive Catch-All Basket paint- Hardware Cloth. Im- 
quality material on the a leader because sizes, painted red. with filler to match ed green, intersections proved process, stand- 

electrically welded. ard meshes ar’ width. 


mustmodernmachinery. of its high quality. Popular prices. standard fence fabrics. 
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Steady, Profitable Sellers 
Because they Save Blades 








Ne. 2115 ‘, cee for Blades @ “UNION” Hack Saw Frames are profit- 
to inches . 
No. 2115 as shown Adjustable Frame, Nickel able sellers to mechanics and home users be- 
nickel. Anish. Wing nut adjustment tor tighten: cause the adjustment for tightening holds the 
a ne ee eee blade securely—keeps it tensioned just right 
oe a ae 2115 but ineluder one and prevents breakage. These Frames are 
sold at prices which also save at the buying 
a Serta ) 
end. 
66] ” > 
UNION” Hack Saw Frames 
No. 2150 Adjustable 8 to 12 inches are handled profitably by many dealers who 
No. 2150 as shown. Adjustable Frame, Nickel ° ° ee 
Plated. Black enameled handle with screw ad- realize the growing demand for “Good tools 
justment for tightening blade. Depth of frame . . i 
2% in. steel % in. wide at money saving prices. 
No. 2151. Same ax No. 2150 but includes one 
blade with hf » 
seals naiin can onan If you have never sold “UNION” Hack 


Saw Frames — a “Trial order’ will convince 
you they are all we claim. Six patterns to 
meet every requirement of 
expert mechanic or amateur 
tool user. an 











EE OUR CONDENSED Crane 
THe ARDWARE AGE NBER 








No. 2175 Adjustable Frame 
For hearty duty. Nickel plated—highly polished 
Strong steel connection with double end adjust Ask Your Jobber to Supply You 
ment giving maximum strength when a = 
fully extended Corrugated steel pistol grip, (HARDWARE COMPANY) 
chromium plated Wing nut adjustment for « — ( ) 
tightening blade. Depth of frame 3% in., steel T RRINGTON, CONN. 
in. wide. No. 2176 same, but includes one Kee. U. S. Pat. Of. 
ttade with each frame. Established 1854 New York Office 151 Chambers St. 














ATTENTION HARDWARE CONVENTION DELEGATES 


wOoD 
screws GORBI 


Wood, Drive, Coach, Machine, 
Set, Cap, Thumb SCREWS 


Special Automatic Screw 
Machine Products 


BOLTS, NUTS, CHAINS 
Escutcheon Pins 
Speedometers Tachometers 

THE CORBIN SCREW 
CORPORATION ' 
THE AMERICAN HARDWARE 
CORPORATION. SUCCESSOR 


New Britain, Conn. 


Warehouses: New York 
Chicago Philadelphia 











The President 


ATLANTIC: CITY'S NEWEST BOARDWALK HOTEL 


cordially invites you and your friends to make it your 
headquarters while attending the conventions in 
October of the National Wholesale Hardware Asso- 
ciation and the American Hardware Manufacturers 
Association. 


500 Rooms with Fresh and Sea Water Baths 
American and European Plans 
Service Bar and Grill 
Swimming Pool 


MAKE YOUR RESERVATIONS EARLY 
Special Rates 
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Down our chute the shoves go, 

To be on the job when there’s ice and snow. 
Of course, Mr. Dealer doesn’t need ’em yet, 
But when he does—he'll have ’em, you bet! 


WHY WORRY? 


Is the first demand for fall merchandise 
going to catch you with empty shelves, 
frantically calling on your sources of sup- 
ply for Rush shipments to: save you from 
ever mounting lost sales? 


Fall buying this year promises to be the best 
since 1929 and the wise dealer who takes a 
little time now to anticipate his future re- 
quirements has everything to gain by his 
foresight. 


We mention a few of our outstanding lines 
such as: Anniversary Axes and Cross Cut 
Saws; A complete set-up on Circulating Heat- 
ers and Coal and Wood Ranges (including 
such famous names as Allen’s and Washing- 
ton) ; Odin Gas Ranges; Federal Roasters and 
Chip- Proof enameled Ware; Follansbee 
Stove Pipe; Weather Strip; Furnace Scoops; 
Remington Ammunition; Guns and Hunting 
Equipment; Cotton and Leather Gloves; 
Wizard Woodworking Equipment; Electrical 
Appliances and many other lines which 
will be in demand in the next sixty days. 


Give our salesman your order now and 
save all worry later. 


THE GEO. WORTHINGTON CO. 


1829 Cleveland, Ohio 1934 
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LAY TARGET 
SHOOTING 


... will move your holdover 
stock of shells and increase 
off-season profits! 


HE hunting season is closed. But trapshooting 

and Skeet are in full swing! Now is the time for 
you to get that holdover stock of shells moving on its 
way—out! 

Every time you interest more sportsmen in trap- 
shooting or Skeet you make sales and lay the founda- 
tion for important repeat sales. Clay Target Sports 
are worth pushing! 

Why not urge your regular customers to build their 
own Skeet field or set up traps? Why not start a Skeet 
or clay target club in your community? These things 
are not difficult to do—and they are worth while from 
both a profit and sporting standpoint. 

Du Pont will be glad to send youa 
blueprint which shows how to build a 
Skeet field for as little as $100. Write 
for it. There is no charge. 





REG. U. 5. PaT. OFF. 


E. 1. DU PONT DE NEMOURS & CO., INC. 
SPORTING POWDER DIVISION WILMINGTON, DBL 
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DIRECTORY 


H Ww that Hardware Buyers 
Swear By ana Use Constantly ’’ 





+004, 


y 





THE 1934-35 EDITION 
NOW IN PREPARATION/ 


th: The ONLY Buyers Guide 


Annual 


Directory Number in the 
‘HARDWARE AGE Hardware Field 
mihlished Sept 26, 1955 (and a good one too ) 


Thy 


ce VWho Wakes Jt’ 
Iysise 


i 


* As a Directory it is as thorough and complete a directory of sources for hardware 
and related merchandise, as constant year-round research and 
checking by a trained staff can make it. 


° As a Catalog jt is a consolidation and condensation of Manufacturers’ Catalogs. 
The products of 223 manufacturers including most of the outstand- 
ing concerns and representing a very wide variety of merchandise, 
are illustrated and described in the current issue. The products of 
many more manufacturers will be featured in the catalog section of 
the next issue, making it even more valuable for the hardware buyer. 


The “Annual Directory Number” will come to you as the Septem- 
ber 27th issue of Hardware Age on your regular subscription. 


@If you are not a subscriber to Hardware Age or if your subscription is expir- 
ing remit $1.00 with the coupon below and your subscription will be entered 
or renewed at once. 


Hardware Age, 
239 West 39th Street, Date 
New York, N. Y. 


Enclosed is my remittance of $1.00 for which please enter my new ....... (or renewal ....... ) subscription to 
— Age for one year (twenty-six issues including the “Annual Directory Number” to be published September 
27th). 

Name ic: @mdla. eae, Oras PO ae ree 
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PUMP 


MYERS sranps 


In many sections water has been a serious prob- 
lem for weeks. New pumping equipment is in 
demand. 

Where pump standards are used, the Myers 
Line offers most opportunities for sales. 
Diversified styles, staunch- 
ly built, with many fea- 
tures to reduce pumping 
labor, increase water vol- 
ume and lengthen service 
years, Myers Pump Stands 
are dependable for deep 
or shallow wells. 

Write or wire, we are 
ready to serve you 
promptly. 














PATENTED 
COG GEAR 





PATENTED 
COG GEAR 








BUSHING 
We OR 


THE F. E. MYERS 


& BRO. CO. 
ASHLAND OHIO 











intHE NEATPAK BOX 


THE MODERN METHOD 


vV NEAT, COMPACT STOCK 

VY FLAT, CLEAN SHEETS 

Vv EVERY GRIT IN ITS OWN BOX 

VY BRIGHT GREEN and BLACK DISPLAY 


TRAYS ALWAYS SLIDE FREELY 





EMERY CLOTH 






IN 9” x 11” SHEETS 
AND 
HANDY PACKAGES 


AU 


a 


for smoothing J : 
and polishing Coated with Turkish Emery on 


metal strong twilled jeans, this is the 
oldest abrasive known and is still 
the machinist’s favorite. 


BEHR-MANNING ¥ 


R 
fope 
TROY, N. Y. 


maar 


~> 
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Manufacturers of Quality Abrasives Since 1872 
SALES REPRESENTATIVES IN THE UNITED STATES 


FOR NORTON PIKE PRODUCTS. 


1S 











Propie 


are getting 


PERNICKETY 
about SOLDER 


Just any old solder won't do any more. 
Users of acid core wire solder are saying, 
"Give us Berry's ‘Leek-Pruf’."" They're 
voting the anti-fumes, anti-residue, anti- 
leakage and anti-splutter ticket. If you're 
voting pro-profit and anti-dissatisfied-cus- 
tomers, ask your jobber about Berry's. 
BERRY SOLDER CO., Inc., 19 Rector 
Street, New York. Industrial and Pack- 
aged Solder. 





BERRY’S 


SOLDE R 


y} 
hard acid core 





“The Solder that’s Merchandized for Dealer Profit.” 




















Higher Quality Merchandise 
at No Higher Price 


Ask Your Jobber 


HANOVER WIRE CLOTH CoO. 


Hanover Pennsylvania 



























CASH REGISTER 
RINGS AGAIN 


CUSTOMER 

comes in to 
buy a ten cent 
paint brush. Sit- 
ting brightly on 
the counter is a 
row of Champion 
items, screen cor- 
ners, sash fasten- 
ers, door stops, 
screen _ hangers, 
and 57 other varieties, 

each on a golden yel- 

low card complete 

with screws. Customer 
picks up two or three and 
the cash_ register rings 
again! 


BLUE BOOK NO. 17 


Champion blue book Catalog 
No. 17 is ready with hundreds of 
popular items you need in stock. 
Send for one. 


THE CHAMPION HARDWARE CO. 
141 Pleasant Ave. 
GENEVA, OHIO 








Don’T MAKE A LAWN MOWER 
DECISION UNTIL YOU 


HE RUGG-ED LINE OF QUAL 

ITY LAWN MOWERS is a 
precision built line on which both 
dealer and jobber can build ea 
profitable business during the 
coming season. 


Test a RUGG MOWER. Use it. 
Abuse it. Note its harmonious 
color scheme. Its easy running, 
smooth cutting qualities. Con- 
vince yourself that this mower sells 
ON SIGHT. Write today for 
detaiis. 


GUARANTEE 


Designed with greatest 
care, constructed of fin- 
est materials, every 
RUGG Lawn Mower is 
a quality machine. 
Rigid inspection covers 
each step of manufac- 
ture and materials and 
workmanship are uncon- 
( ditionally guaranteed 
against all defects on a 
make-good basis. 


THE E. T. RUGG CO. 


Manufacturers of Cordage Since 1883 


Newark, Ohio 
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The L:O-F label helps you sell. It protects you 
and your customer. Leave it on. A blue label 
indicates double, a red single strength. 


L:-O-F QUALITY GLASS 


is easier to sell and 





gives you a 






































|, advertising is a mighty important factor 
in helping a hardware merchant move his stock of 
glass. Libbey -Owens-Ford has told its story in 
national magazines for years. The name is widely 
>O. known. The fact that L-O-F Quality Glass is 
nia produced by an exclusive flat drawn process and is, 
consequently, brighter, flatter and clearer, is well 
recognized even by the average man in the street. 
——___— That’s why it is easier to sell L-O-F Quality Glass. 
Furthermore, Libbey-Owens-Ford uses lehrs five to 
VER six times longer than any, others in the industry. The 
glass receives a slower, more perfect annealing. That 
makes it less brittle and easier to cut. There are 
fewer broken lights to eat into profits ... and you 
) t keep the long profit that you have on glass sales. 
a You can sell more glass by concentrating on L-O-F 
G and you will make more money, because your profit 
is protected against “write-offs” for breakage. 
/ LIBBEY -OWENS:FORD GLASS COMPANY 
TOLEDO, OHIO 
EE 
atest 
f fin- 
every 
yer is 
ine. 
overs 
ufac- 
s and 
ncon- 
iteed 
ona 
LIBBEY: OWENS: FORD 
. QUALITY GLASS 
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GENERAL 
| sig dae 


helps you to 


sell more 


Your Customers Look 
for this mark 








lamps 








Which has stood the 
DEPRESSION TEST BEST? 


THINK over all the items 
in your stock. Which one has stood 
up among the best in market, sales 
and profits throughout the depression? 
And which incandescent lamps have been 
advertised consistently and in undimin- 
ished volume throughout the depression? 
Twoquestions, but only oneanswer:Mazpa 
lamps of General Electric manufacture. 


In good times and bad, General Electric 
helps you sell with powerful, continuous 
advertising. 300,000,000 advertising 
messages on Mazpa lamps of General 
Electric manufacture will appear 
in 1934. They will carry the General 
Electric story of ‘‘Good Light at Low 
Cost’’ to every wired home in the 


nation; more important for you, to 
every wired home in your neighborhood. 
You can ‘‘sign your name’”’ to this 
advertising—and profit by the sales it 
makes in your community—by follow- 
ing the three simple suggestions below. 
General Electric Company, Nela Park, 


| Cleveland, Ohio. 





Do These 3 Things and You Will 
Sell More Lamps 


1. Put in the General Electric MAZDA lamp display 
every time you receive it. 

2. Take one of our current magazine advertise- 
ments and build a massed display of General 
Electric MAZDA lamps around it. 

3. Ask people to buy. Every home needs more 
and higher wattage lamps. 











General Electric invites you to visit its exhibit in the Electrical Building at the Century of Progress 


GENERAL @ ELECTRIC 
MAZDA LAMPS 
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ATKINS &, 
ja? SAWS 


















Better Known — 


Better 





— —. Leadership 
that Assures Your Profits 


ATKINS SILVER STEEL SAWS are pre- 


ferred by the majority of saw users every- 





where . . . Carpenters, mechanics, farmers, 
home-crafters know by experience that 
they’re cheaper in the long run. That popu- 


larity guarantees your profits. 





Are you prepared to get your full share of ATKINS SILVER STEEL 
profits? ... Check your stock NOW ... If your jobber can't supply you 
write to us for prompt service. 


E. Cc. ATKINS AND COMPANY 


Home Office and Factory, 410 So. Illinois St., Indianapolis, Ind. 
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Supplemental Wholesale Hardware Code 
Approved July 30—Effective August 9 


Administration rewords “selling below cost’? clauses and pro- 
vides for fixed minimum prices in emergency.—Outlaws cash 
discount or non-interest bearing notes in payment for ma- 
tured obligations.—Establishes separate code authority.— 
Consignment selling and cash discounts greater than 2 per 
cent restricted to lines where factories follow such policies. 


HE much delayed Supple- 
fier Wholesale Hard- 

ware Code was finally ap- 
proved on July 30, 1934, and 
became effective on August 9, 
1934. As its title indicates this 
code supplements and does not 
supersede the basic wholesale 
code nor change the wages, 
hours, anti-child labor and price 
differential provisions of that 
basic code. The new code sets 
up the machinery for organizing 
and operating a separate code 
authority for the wholesale hard- 
ware trade and provides addi- 
tional trade practice rules not 
given nor in conflict with the 
basic wholesale code. 

Section 6, Article IV (Trade 
Practices) was completely re- 
vised by NRA before approval 
was given to this code. This sec- 


‘ 


tion deals with “selling below 
cost plus transportation charges” 
and may prove to be the very 
heart of the code’s operations. 
The revisions are obviously in- 
tended to provide legally phrased 
provisions which are enforceable. 
One of these authorizes the 
Administrator to fix minimum 
prices for a stated period in an 
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emergency “adversely affecting 
small enterprises or wages or 
labor conditions, or tending 
toward monopoly or other acute 
conditions which tend to defeat 
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the purposes of the Act.” A pre- 
liminary to this provision states: 
“Destructive price cutting is an 
unfair method of competition 
and is forbidden. Any sale shall 
be deemed prima facie destruc- 
tive price cutting if the net sales 
price shall be less than the 
seller’s net invoice cost plus 
transportation charges to seller’s 
warehouse.” 

Under this code, wholesalers 
will not allow cash discounts 
greater than 2 per cent nor ship 
goods on consignment except 
where products involved have 
been regularly sold on either 
basis. Such exceptions which 
have been recognized factory 
policies in the past will be con- 
tinued. The code prohibits cash 
discounts on any note settlement 
or the acceptance of non-interest 
bearing notes for payment of a 
matured obligation. 

As told in HARDWARE AGE 
(May 10, 1934, page 63) the 


definition of a wholesaler for 


this supplemental code was re- 
vised at the April 19, 1934, pub- 


lic hearing. It reads as follows: 


Section 1. Wholesaler.—The 
term “wholesaler” as used 
herein shall mean any individ- 
ual, partnership, association, 
corporation, or other form of 
enterprise, or an organized 
division thereof set up to ren- 
der and rendering a general 
distribution service, which 
deals primarily in hardware 
and kindred lines, which buys 
and maintains at his or its 
place of business an adequate 
stock of ‘hardware and/or 
kindred lines, and _ which, 
through salesmen, advertising 
and/or sales promotion de- 
vices, sells to retailers and/or 
to institutional, commercial 
and/or industrial users for 
manufacturing, equipment, 
supply and/or maintenance 
purposes only, but which does 
not sell in significant amounts 
to ultimate consumers. It is 
the character of a concern’s 
selling rather than the charac- 
ter of its buying which distin- 
guishes it as a wholesaler. 


The complete text of the Sup- 
plemental Wholesale Hardware 
Code appears on page 34 of this 
issue. Additional comment on 
the code itself appears in “Just 
Among Ourselves” on page 25 
of this issue. 
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In this modern store of Lewis Bros. Co., Fayette- 
ville, Ark., the farmer and his family find shop- 
ping interesting. Here the merchandise is 
arranged for his easy inspection and purchase. 
Lewis Brothers know how to interest farmers, 
having been farm-raised themselves, and they 
put their knowledge to valuable use. Other 
photo shows the exterior of the attractive store. 





Do the |] 





“YVARMING is the background, 
hobby and outstanding source 
of trade for the Lewis Broth- 

ers, of Fayetteville, Ark. Farm 


The story of the success of Lewis raised, these hardware merchants 


came to town and have shaped out- 

. standingly successful careers. Theit 

Bros. Co., Fayetteville, Arkansas, single store yields a good living to 
‘ “ ‘ the seven families of the members of 
will help you gain and keep their the firm as well as four or five long- 
time employees. They enjoy no 

goodwill and trade. monopoly of the town’s business, but 
they have the major portion of the 

farm trade of their territory. Fay- 

etteville, a county seat, has a popu- 

By CHARLES M. WILSON lation of 10,000 people and its trade 

volume is estimated at about $5,000,- 

000 a year. Of this about $120,000 

goes to hardware lines. Three hard- 
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not necessarily follow that any hard- 
ware merchant who sincerely tries 
cannot acquire the knack. Friend- 
liness; an intelligent knowledge of 
farming conditions, kept refreshed at 
all times; fair dealing and conserva- 





tism to a reasonable degree are things 
that appeal to the farmer and make 
him trust and like a merchant. 

The first rule is probably the most 
important. Friendship is the founda- 
tion of all trade, but with farm trade 
it’s practically the whole building. 
The Lewis brothers are convinced 
that farm trade is the most personal 
trade in the world; that by and large 
the farmer feels personally about 
practically anything, from a brand of 
chewing tobacco to the President of 
the United States. 

Today the farmer is acutely in- 
terested in price, and label. Lean 
years have given him plenty of time 
to think over what he wants and 
needs. In many ways he is a better 
buyer than ever before, and for this 
reason his hardware demands seem 
to be shifting slowly from low qual- 
ity cheap goods to a staple quality. 

But his buying remains personal 
in the sense that he likes to list the 
seller as a personal friend, one in 
whom he can rely, with whom he can 
trade confidences and questions. 

To a townsman, a trip to town is 

e 9 nothing more than routine. But to 
e aqarme;rs ] & Ou the farmer it is likely to be a rather 
° outstanding event; an occurrence that 


happens only once or twice a week, 











kground, ware stores and three chain stores 
g source featuring hardware lines, besides 
is Broth- general merchandise and furniture 
Farm stores compete for this business. Yet, 
1erchants Lewis Brothers enjoy the farm trade 
iped out- of an area reaching 60 miles east 
s. Thei to west and 40 miles north to south. 
living to “Bargain Days” and similar meth- 
mbers of ods have not played a part in the 
ive long- building of this firm’s successful ree- 
njoy no ord; nor has extravagant credit been 
ness, but the cause of it. They believe that 
n of the all advertising should be conserva- 
-y. Fay- tive and convincingly in keeping with 
a popu- the conditions of the day. 
its trade A major characteristic of the 
$5,000.- Lewis Brothers is their natural knack 
$120,000 of making farmers like them. While 
‘ee hard- they were formerly farmers, it does 
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perhaps only twice a month. There- 
fore, when in town, a farmer natu- 
rally appreciates personal attention, 
a kindly word or two; an intelligent 
inquiry as to the how of crops, or his 
family, his livestock. These are his 
world, his theatre of interest. 

Backed by personal experience at 
farming, the Lewis brothers take 
pains to fulfill these cravings. They 
make it clear that farmers are al- 
ways welcome at their store, whether 
ihey do or do not buy. They avoid 
hurrying the customer out. Know- 
ing that farm trade is a great ques- 
ltion-asking trade, they take pains to 
answer the questions conscientiously 
and straightforwardly, in simple 
language that is easily understand- 
able. 

When they don’t know the answer, 
they try to refer the asker to some 
tactful citizens qualified to answer. 
The range of farm questions is as- 
suredly not limited to hardware 
lines. It embraces innumerable lines 
and recommendations—investments, 
finance, real estate transitions, med- 
ical, dental and surgical services, 
veterinarian, advice as to seed, crops, 
orchards and livestock, plumbing, 
building, trading. Straightforward, 
conscientious answers help along 
with the hardware business and in 
doing so give the answer a power- 
ful and perhaps too little appreci- 
ated prestige in the business and pro- 
fessional life of his town. Business 
is largely a matter of questions and 
answers. Good answers tend to turn 
away wrath; also to keep the cash 
register busy. 

Next, keep personally informed as 
to actual farming conditions in your 
territory. The Lewis brothers do so 
in several ways. They gather tips 
and trends from customers and coun- 
try newspapers. Hardware is as 
good a barometer to farm trade as 
steel is to general trade. A news- 
paper item may tell that the farmers 
of Blackoak Township, let’s say, are 
going in for a home-beautifying con- 
test. Maybe the county agricultural 
agent is instituting a drive for better 
barnyard equipment and _ livestock 
shelters. Perhaps the home demon- 
stration agent is launching a drive 
for better kitchen equipment in farm 
homes of the county. All these are 
opportunities for the hardware man. 

Just now, most of the country is 
becoming home-garden minded, just 
as it is tending towards diversified 
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crops. One-crop farming has taken 
a beating. Over all the land, farm 
agents and field workers are exhort- 
ing subsistence standards for every 
farm. American farmers and their 
wives are striving to feed their fam- 
ilies from home fields and gardens. 
They are canning more fruit, vege- 
tables and meat than ever, and be- 
cause of this they are using better 
canning equipment. 

The Lewis brothers have observed 
this trend and played to it with 
profit. They have increased their 
line of canning equipment and sup- 
plies. Their sale of pressure cook- 
ers has risen from practically noth- 
ing four years ago to a brisk and 
profitable sale—largely to farm 
trade. They have approximately 
tripled their sale of hand sealers, 
canning tinware, and _ incidentals. 
They have doubled their sale of oil 
stoves and ranges to farm homes, 
largely because they kept abreast of 
the pace towards home-canning and 
home subsistence generally. For in- 
troduction, of these articles, they de- 
pend primarily upon open display. 
They are convinced that open dis- 
play helps farm trade as much, pos- 
sibly more, than it does town trade. 

The Lewis brothers play up re- 
lated selling to the end of increas- 
ing the spread of farm trade; to 
holding a dependable volume month 
in and month out, rather than center- 
ing the traffic in two months and 
treading a dead calm the other ten. 
They believe that related selling was 
never more feasible than it is today. 
We all know that farm machinery 
and hardware generally are going 
up. With complete sincerity and 
service-giving the’ Lewises remind 
their customers of this fact; remind 
the customer that he can save money 
by anticipating a certain need of the 
autumn or spring. 





Convenience is another great help 
to related selling. The farmer is 
easily reminded of the extra trouble 
and expenses that he will meet in an 
additional trip to town, and his 
failure to buy all the goods needed 
for a given job is frequently due to 
lack of information which the sales- 
man can diplomatically supply. 

Intimate acquaintence with local 
and seasonal needs of their farm ter- 
ritory, gained at the store and out 
among the farms, has practically 
forced the Lewis brothers to increase 
their stock range from the approxi- 
mate average of 9000 different items 
to about 13,000. But the increase 
has yielded dividends; it is helping 
with an apparent volume increase of 
about 30 per cent for the current 
year; it has warded off the encroach- 
ment of the chain store; has con- 
tinually increased the number of 
farm customers and the frequency of 
farmer calls. 

Related selling, open display, and 
increase in stock range are all in 
tempo with the rural times; are all 
a part of personal acquaintance with 
actual farm conditions in a given 
territory. So, for that matter, is a 
third suggestion in behalf of farm 
trade-building, offer a dependable 
quality of goods at a fair profit. 
which in turn, is another splendid 
way of making the farmer like you. 

Agriculture has been desperately 
sick. But it is getting better. Econ- 
omists tell us that the “farm dollar” 
has climbed from 44 cents to about 
71. During the past 15 months the 
total farm income has _ increased 
about a billion and a quarter dol- 
lars. The Government continues to 
pour cash bounties into the farm 
areas at the rate of about $4,000,000 
a business day. While the country 
has suffered a widespread and dis- 

(Continued on page 64) 


Turn to page 28 of Hardware Age for 
September 28, 1933 (the Directory 
Number ) for a table of Directions for 
Growing the 35 Most Important Home 
Garden Vegetables on a Time Table 
Schedule. The Next Issue of the Di- 
rectory Number Will Appear Sept. 27, 


1934. 
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Just Among Ourselves 


Wholesale Code— 


Hardware wholesalers now have 
their own code. It was approved 
July 30 and became effective Aug. 9. 
Elsewhere in this issue are a sum- 
mary and the full text of the code 
itself. For a long time it looked 
as though the Supplemental Whole- 
sale Hardware Code would die 
aborning. In marked contrast with 
the speedy and smooth action which 
characterized the public hearing on 
the basic wholesale code which it 
supplements, the April 19, 1934, 
hearing on the hardware code de- 
veloped prolonged and sometimes 
bitter debate. At the close of that 
hearing (See Harpware Ace, May 
10, 1934, page 63) it appeared well- 
nigh impossible to construct a code 
which would satisfy anyone. Every 
phase of the proposed code was at- 
tacked from some quarter. , Presid- 
ing NRA Deputy R. S. Alexander 
told the hearing that he had never 
witnessed such a lack of common 
ground in an industry seeking a 
code. He seemed to despair of ever 
bringing about the necessary com- 
promises. The labor advisors en- 
deavored to reopen the labor pro- 
visions that higher wages and shorter 
hours might be included. Specialty 
jobbers fought against the inclusion 
of kindred lines common to every 
wholesale hardware stock. Retail- 
ers attacked any definition which 
admitted any consumer business to 
be handled by wholesalers. Sec- 
tional differences, the inevitable con- 
flict between national and local job- 
bers and the desire of large retailers 
to retain their buying advantages all 
figured in the public hearing con- 
troversies and continued throughout 
the subsequent post-hearing meet- 
ings. That there was no lack of 
logic in these debates added to the 
difficulty. I often wondered why the 
hardware wholesalers wanted their 
own code instead of being content 
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By CHARLES J. HEALE 


Editor, Hardware Age 


with the basic code, for it always ap- 
peared unlikely that a supplemental 
code would add much to their benefit. 
It had seemed that “leaving well 
enough alone” would have been good 
strategy. But they didn’t. 


Legally Phrased— 


Since first we met, the wholesale 
hardware code has been greatly re- 
vised, not so much in its objectives 
as in its terminology. It has been 
legally phrased and therefore should 
be enforcible. That it lacks much 
that might be desired for the protec- 
tion of its sponsors must be recog- 
nized. At the same time, a moderate 
code which can be enforced is bet- 
ter than an apparently strong code 
on which enforcement is impossible. 
And so we can again say “It is a 
good step in the right direction.” 
Wholesalers attach great importance 
to the privilege of having their own 
wholesale hardware code authority, 
believing this will assure a more 
sympathetic and competent audience 
in disputes, which may arise. From 
that standpoint a supplemental code 
probably has genuine merits. 


Article IV, Section 6— 


Here we may find the real teeth 
of the supplemental code. This pro- 
vision empowers the Administrator 
to fix minimum prices on any line 
for a given time, should he be con- 
vinced that such action is warranted 
as an emergency action. In_ this 
same section of the code, “destruc- 
tive price cutting is an unfair method 
of competition and is forbidden.” 
This section was written by NRA 
and inserted as a condition under 
which the code would be approved. 
Therefore, it may be assumed that 
its provisions have legal status and 
can and will be enforced. There 
are, of course, the usual exceptions 
including the sale “below cost plus 


transportation” of obsolete goods, 
surplus stocks of seasonal lines, bona 
fide closeouts, and sales to chari- 
table institutions. “But these excep- 
tions are clearly stated and should 
not be out of control in the admin- 
istration of the supplemental code. 


Test Cases— 


There is ample opportunity for an 
early test case to determine the 
validity of Section 6, Article IV. In 
every territory there are flagrant 
examples of price cutting on well- 
established first quality lines com- 
mon to the hardware business. Much 
of this competition may not be sub- 
ject to control under the supple- 
mental wholesale hardware code 
for example the cut-throat competi- 
tion from drug stores, pool parlors 
and pawnshops, which do not obtain 
their merchandise from hardware 
jobbers. Before entering a formal 
complaint it would seem necessary 
to study the source of supply in- 
volved, as this price control threat 
in the code can only be exercised 
among wholesalers, which presum- 
ably means among hardware whole- 
salers. 


Customer Traffice— 


NE of the earliest stories telling 

about location and the neces- 
sary customer traffic was written by 
Shakespeare. Jn The Merchant of 
Venice, Shylock refers to “There on 
the rialto . . . where merchants most 
do congregate.” Where there are 
people there is business. Goods are 
sold where other goods are sold. Re- 
tailing resolves itself into the basic 
problem of getting more people into 
stores—in our case getting more 
people into hardware stores. In this 
issue, and in all other issues this 
prime objective will dominate the 
editorial material published by 
HarDWARE AGE. 
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Will Hardware Dealers Supply the Goods 
that will be bought with this “Free Money?” 


F all Government benefits and 
loans paid out, and yet to be 
paid out, to farmers under 

the present administration policy, 
none is so sensational and so highly 
interesting to the enterprising mer- 
chant as the corn-hog benefit or 
bonus money which has just started 
to flow from the United States Trea- 
sury to the pockets of the farmers of 
America. 

The corn-hog money is of more 
importance than the other financial 
helps the Government has already 
given the farmers— 

Because this corn-hog money is 
“Free” money. 

There is to be $367,055,630 of it; 
and that is nearly as much, in one 
lump, as had been paid out and is 
to be paid out on corn loans, cotton 
loans, tobacco benefits, and wheat 
benefits combined. This $367,055,- 
630 will be paid during the next 
seven months. 

The corn-hog money will be 
spread over a wider area than any 
other Government money that has 
been given the farmers as loans or 
benefits on crops that are sectional. 

This is “Free” money—money 
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that has no strings on it—that is 
not encumbered—not mortgaged to 
anyone. No banker, no merchant, 
no landlord, nor finance company 
has first claim on this money. 

For example, money loaned by 
the Government to the farmers who 
sealed their corn as security, may 
be said to have been largely “mort- 
gaged money.” Untold thousands 
of farmers had already mortgaged 
their growing corn crop the previ- 
ous year. They had given it as se- 
curity for a note at the bank; they 
had tied it up as security to help 
pay for a tractor; they had mort- 
gaged it to the landlord to pay the 
cash rent, in some instances; or they 
had mortgaged it in any one of a 
great many ways. Thus when the 
Government loaned them 45 cents 
a bushel on their corn in the crib, 
in untold thousands of cases, it be- 
came a matter of simply taking this 
Government loan to pay off the 
mortgage that already stood against 
that same corn. As many a mer- 
chant of the corn belt remarked at 
the time, “They simply transferred 
their loan from the banker or the 
landlord to the Government, and we 


set much of the 


merchants didnt g 


loan money.” 


Loans Stimulated Trade 


The same was true to some extent 
of the cotton loans. Yet, in spite 
of the fact that corn-loan and cotton- 
loan money was largely mortgaged 
so that it had to be turned over to 
a creditor immediately, the cotton 
loans greatly stimulated business in 
the cotton belt; and the corn loans 
made possible a most sensational 
hardware business in sections of the 
corn belt for those hardware mer- 
chants who saw and seized their op- 
portunity while this money was flow- 
ing into their community. 

True, there were thousands of 
hardware merchants who professed 
to believe from the first that corn- 
loan money could not possibly mean 
anything to them. They were sure 
that all of it was mortgaged, and 
would have to be turned over to 
those who held mortgage notes 
against the farmers. 


Knew Their Customers 


At the same time there were thou- 
sands of hardware merchants who 
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knew their local community so well 
that they knew just about who had 
given corn mortgages and who had 
not. They knew the percentage of 
the corn-loan money that would be 
“free money.” Such merchants set 
out after some of this money by 
canvassing, by holding special open- 
ing days, or by especially featuring 
such items as washing machines, 
stoves and radio sets at the time the 
corn-loan money was coming into 
the community. The result was that 
such hardware men got their plenti- 
ful share of such corn-loan money 
as was not tied up by previous 
mortgages. At the time this money 
was flowing freely into the corn belt, 
a peculiar phenomenon was notice- 
able among the hardware merchants. 
In one town in the corn belt you 
could interview a hardware dealer 
who said the loan meant nothing at 
all to the merchant and could not 


possibly mean anything, because 
none of the money was “free 
money.” In the next town, nine 


miles away, you could find a hard- 
ware man, so busy out chasing corn- 
loan money that you could hardly 
catch him long enough to draw an 
opinion from him one way or the 
other. Thus in Nebraska, Iowa, II- 
linois and some other of the best of 
the corn states, it was common to 


° 
find a hardware dealer in one town, 
who said “There is nothing to it,” 
while you found his neighbor in the 
next village, selling 21 kitchen 
ranges, 37 washing machines, a 
dozen or 15 sets of radio, with wire 
fencing and general farm hardware 
almost in proportion. 

Yet the same class of farmers was 
to be found tributary to both towns. 
The one merchant believed it 
couldn’t be done; the other was cer- 
tain it could. The one was licked 
before the corn-loan started. The 
other had the “never-say-die” spirit. 
The one was sure nothing could help 
his present plight. The other was 
constantly alert for the slightest sign 
of an opportunity. 


Opportunity at the Door 


The big opportunity for the hard- 
ware man is now thundering at his 
gate. “Free” money is flowing to 
his farmer customers—$367,055,630 
of it. The opportunity is gigantic in 
comparison to the opportunity the 
corn-loans offered him last spring. 

In Iowa alone, farmers are to get 
$76,803,500; in Illinois, $41,579,- 
750; in Nebraska, $37,074,250; in 
Minnesota, $28,669,250; in Missouri, 
$27,093,250; in Indiana, $22,264.- 
000; in Kansas, $20,165,500; “in 


Ohio, $17,479,500, and so on and 
on in slightly reduced figures to the 
lowest corn-producing state — little 
Rhode Island, where the farmers. 
after all, will get $24,810, in this 
nation-wide movement of the Gov- 
ernment to pay farmers a bonus fo1 
curtailing their production of corn 
and hogs 20 per cent and 25 per 
cent respectively. 

The automobile men are eagerly 
after this “free” corn-hog money. 
The auto finance companies are lick- 
ing their lips for it. The big im- 
plement manufacturers are out 
getting some of the farmers to sign 
“agreements” to turn over the money 
to them in payment for a binder or 
tractor purchased some time ago. 
Many agencies are out after this 
money. Let us note that the imple- 
ment manufacturers are out getting 
“agreements” only. That is some- 
thing new in the category of commer- 
cial paper — “agreements.” Why 
“agreements?” Because “agreements” 
is about as strong as they can go on 
this “free” money. They have no 
strings on it. The “agreement” is 
merely a sort of mild bluff. It is 
based on the belief that if a farmer 
signs an agreement to turn over this 
“free” money, he will be quite likely 
to go through with the agreement. 

(Continued on page 45) 
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Corn-Hog benefit money being paid by the Government to farmers during the 
next seven months. Figures by Agricultural Adjustment Administration 


subject to slight variations as decided by Boards of Review in various States. 
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Some Maxims and Sayings 
of E. C. Simmons 


Editor’s Note:—Mr. Norvell wrote this 
article at our request. The assignment 
was prompted by frequent reference to 
the maxims of Col. Simmons in mail 
from our readers. Some of these max- 
ims were written many years ago, yet 
are as inspiring today as they were 
at the time of their origin. A study 
of this subject indicates that even this 
lengthy list is but a small part of the 
maxims originated by the late Col. 
Simmons. 
bé HE recollection of quality 
remains long after the price 
is forgotten.” Here is the 
story of that famous slogan. 

At the time of a bad depression, 
when I was sales manager for Sim- 
mons Hardware Company, I wrote 
a pamphlet entitled: “The Reflections 
of a Retail Merchant in Hard Times.” 
[ had the manuscript of this pam- 
phlet on my desk when the late Mr. 
Sam Disston dropped in. I showed 
it to him. He glanced over it 
casually and remarked: “I don’t 
like the title. Isn’t it bad enough for 
us to have hard times without issuing 
a pamphlet reminding the retail 
dealers that times are hard?” As a 
result of Mr. Disston’s criticism, I 
changed the title of this pamphlet to 
“That Devil Doubt.” Each _para- 
graph in the pamphlet was a ques- 
tion. I had shown Mr. Simmons this 
pamphlet and he suggested as the 
first question: “Isn’t quality remem- 
bered long after price is forgotten?” 

After “That Devil Doubt” was 
printed (I still have a copy in my 
desk), Mr. Simmons one day re- 
marked to me: “That first question 
is pretty good, but a flat statement 
is always more impressive than a 
question.” He then on a pad on 
his desk wrote out the words: “The 
recollection of quality remains long 
after the price is forgotten.” 

Now allow me to dictate in an off- 
hand way some of Mr. Simmons’ 
other well known, and not so well 
known maxims and slogans. 


“The first duty of a jobber is to 
help his customers to prosper.” 
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By SAUNDERS NORVELL 


“There is no money for a salesman 
in passing by the front door of a 
dealer.” 


“Hane up your cheerfulness on the 
outside where the world can be the 
better for it.” 


“Dealers are not interested in a 
salesman’s troubles.” 


“Don’t complain about the towns 
you have to visit, or the hotel beds. 
or the food. If you can’t sav anv- 
thing pleasant, at least remark 
that the sun shines brightly there. 
Remember that the hotel keeper 
and the hardware man may be 
members of the same lodge.” 


To salesmen—‘Don’t forget that 
vou are paid your salarv to sleen 
in poor beds and eat bad food. It 
is vour job. Accept it cheerfully.” 





“Every night after your dav’s 
work is done, review evervthine 
that has happened during the dav. 
Figure out whether you could not 
have done things better. and how. 
Frank analysis and criticism of 
vourself are the best aids to 
progress.” 


“Ask questions. Don’t make too 
manv statements. You can be ar- 
rested and put in jail for making 
a statement, but they can’t arrest 
you for asking questions.” 


“Don’t overdress. Don’t be loud 
in your appearance. Dress neatly. 
Shave every day. If you expect to 
sell razors set an example by shav- 
ing yourself.” 


“Regardless of his assets, no man 
is ‘perfectly good’ unless he pays 
his bills promptly.” 

“When you start out to collect, as 
a last resort, try to make _ the 
debtor mad enough to pay up.” 


“Don’t forget when a merchant 
owes you money he quits buying 
from you and buys from the other 
fellow. Prompt collections there- 
fore help sales.” 


“Promises are thin ice, and dan- 


gerous.” 


“It is an evidence of weakness 
when anybody makes a threat, 
either personally or in letters.” 


“The object of letter writing, espe- 
cially on claims, is to make friends 
and settle matters agreeably.” 


“If you owe money, go to see the 
man to whom you owe the money 
and explain just why you can’t 
pay him. Don’t dodge him. If 
you can’t pay all, at least pay 
part. A part payment shows the 
right spirit.” 

“Collection letters in extreme cases 
should ask for a payment of all of 
the account, but if this is not pos- 
sible, then ask the dealer to pay 
part, and state in your letter 
exactly how much you wish him 
to pay, so the account will be bal- 
anced up to a certain fixed date.” 


“Don’t run into debt, especially 
for unnecessary things. Live on 
crackers and cheese first.” 

“Don’t get married until you are 
able to support a wife. It is easy 
to get married, but it is hell to 
keep house.” 


“A jobber’s success depends on 
the character of goods he sells. 
Anybody can sell staples at a cut 
price. It takes a salesmen to sell 
the profitable lines. Show sam- 
ples!” 

“When you call on a dealer, sell 
what you want to sell first. Take 
down his want list afterwards.” 


“Always keep a memorandum 
hook. Put down your customers’ 
promises for the next trip. Have 
a list of the things you wish to 
talk to your customers about.” 


“Customers quit, but will fre- 
quently come back if asked. It is 
your job and our job to ask them.” 
“When a customer quits, remind 
him that he is doing the quitting. 
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It makes it easier to get him back 
later. ” 


“To salesmen — Find out if you 
have a bad breath. Ask your wife. 
Get it cured. In any event, in sell- 
ing goods don’t push your face 
into the face of your customer.” 


“Farmers are the smartest men in 
the world. They sell everything 
for cash, and buy everything on 
credit.” 


“The worst salesman is the one 
who only does fairly well. He is 
not bad enough to fire, so you 
keep him on the territory, and he 
monopolizes the job of a_ better 
man.” 


“Don’t get so friendly with a cus- 
tomer that he will not let you sell 
anyone else in town. Our worst 
losses come from our best friends.” 


“The gambling habit is harder to 
break than the habit of drinking.” 


“The worst of poker playing is 
the loss of sleep the night before 
and the incapacity to work full 
steam the next day.” 


“To salesmen—Stand on your 
feet. Don’t rest on your cus- 
tomer’s show case.” 


“The way to sell profitable goods 
is to show samples. A picture in 
a catalog won’t take the place of 
a sample that the customer can 


handle.” 


“To older salesmen — When you 
find you are slowing down, go into 
business for yourself and have 
young men work for you under 
your direction, and buy your open- 
ing stock of hardware from us.” 


“Have a pleasant word for the 
hotel clerk, the hotel porter, the 
conductor on the train, etc. They 
can all help you.” 


“Get your mail off every night. 
Save a day in filling orders.” 


“An order that is worth taking is 
worth writing up properly.” 


“No man and no business ever 
goes wrong without first showing 


signs of it.” 
“Keep your calling engagements. 
If you can’t, write or telephone 
beforehand.” 


“Salesmen should always have a 
route sheet. People in the house 
should always tell where they are 





going. Don’t join the disappear- 
ing club.” 


“Talk to your customer about his 
business. It is far more interest- 
ing to him than yours.” 


“If there is too much traveling 
around in your establishment find 
out the cause. If it is business, 
there is something wrong with 
your system. If it is social calling, 
it should be cut out.” 


“An experienced business man 
can tell at one glance how well a 
business is managed when he en- 
ters the office. Employees laugh- 
ing and talking in groups are not 
an indication of good manage- 
ment.” 


“I called on our competitor, Mr. 
Smith. He told me he got down 
at 7 o'clock every morning and 
opened all the mail. Don’t worry 
about Mr. Smith and his competi- 
tion. His business will never 
grow beyond his capacity to open 
mail.” 


“To salesmen—Don’t argue. Many 
a salesman has won an argument 
but lost his customer.” 


“To retailers—Put your desk at 
the front door so you can see 
everyone who comes in and goes 
out. Don’t hide yourself in a 
back office and have the reception 
committee for your store an inex- 
perienced clerk.” 


“To dealers—If you find a jobber 
serves you well, concentrate your 
business with him. There is no 
profit in buying ‘from every Tom, 


Dick and Harry.” 


“To stock clerks—When new 
goods arrive put them at the bot- 
tom of the shelf. Put the old 
goods on top so they will go out 
first.” 


“To stenographers—Save your so- 
cial attractions for after business 
hours. A well managed business 
and a good job are not social 
events.” 


“Business telephones are sup- 
posed to be used for business pur- 
poses. Long social conversations 
should be taboo. Lead _ pencils, 
stamps, letterheads and stationery 
belong to the business. Employees 
have no more right to use such 








things personally than they have 
to take money out of the till.” 


“To salesmen—lIt is not a good 
idea to apply to one house for a 
job on the letterhead of another 
house.” 


“To salesmen—It is very well to 
have your pants pressed. But 
have two pair. Don’t lie in bed 
in the morning late at the hotel 
while your pants are being 
pressed.” 


“Tt is all right to be well mani- 
cured, but if you happen to go to 
a club as a guest. don’t keep your 
host and his friends waiting while 
you manicure your nails in the 
washroom.” 


“‘A salesman who dresses in loud 
clothes like a race horse sport, is 
generally a living expense ac- 
count.” 


“If you return to your headquar- 
ters on Friday night have your ex- 
pense account return with you. 
Don’t have the expense account 
arrive Saturday. And if you hap- 
pen to leave your headquarters 
Monday morning, don’t have your 
expense account leave the night 
before.” 


“To salesmen—Don’t be a travel- 
ing boa constrictor. You know 
occasionally there are club lunches 
and breakfasts at the best hotels. 
Give your house a break.” 


“To salesmen—Being with a cus- 
tomer you speak for yourself. 
Your house is absent and occa- 
sionally would appreciate a kind 
word.” 


“To buyers—When you get a low 
price keep it to yourself. Even 
buy some goods from the higher 
priced fellow so he will not learn 
of the low price. Just as soon as 
the other fellow learns of your 
low price and meets it, he also 
gives it to your competitor. Ther 
you are back where you were 
before.” 


“To the advertising man—Your 
job is to advertise your house and 
its line of goods. Keep your own 
interesting personality in the back- 
ground. You may be so interest- 
ing that the customers will forget 
the house and its goods.” 


“To salesmen—If a customer be- 
comes unprofitable, it is a good 
(Continued on page 70) 
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MAGNETIC TOOTHPICKS WERE 
‘th J USED IN ITTH CENTURY 
Wil Wine ENGLAND, TO PREVENT 
@ ene a | PAIN IN THE TEETH. EVES 
AND EARS -—BEFORE THIS SILVER 
TOOTHPICKS WERE CARRIED , 
SUSPENDED BY CHAIN FROM THE 
NECK 






















A BLACKGUARD WAS ORIGINALLY NOTHING MORE VILLAINOUS 
THAN A SERVANT WHO RODE WITH THE POTS AND PANS 
TO GUARD THEN) WHILE A WEALTHY FAMILY WAS 
TRAVELING —B/ACKCUARD - GUARD OF BLACK HAROWARE. 
— A BLACKGUARD 15 ISA 9 A LLAINOUS FELLOW 
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CHINESE DOCTORS ARE REQUIRED 

TO HANG BEFORE THEIR DOORS AS 

MANY LIGHTED LANTERNS AS THEY HAVE 
SENT SOULS INTO THE NEXT WORLD 






FORKS, FIRST USED IN ENGLAND BY QUEEN 
ELIZABETH, WERE PROTESTED BY THE 
CLERGY, ‘WHO CLAIMED THAT “ITIS AN 
INGULT TO THE ALMIGHTY NOT 
TO TOUCH MEAT WITH 
ONES FINGERS!” 
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Lind Hardware Co., Chicago. 


With the Hardware Age Interchangeable Display Fixtures 
and the chart you can install these windows easily. Instruc- 


tions for building fixtures are available without cost to you 


Where is the Boy going? 
Tne Bou, i» qping to School 
Wil the Bory rend suppties” 
Tyo, heal rand aupphion 
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Arrangement of Hardware Age Inter- 
changeable Fixtures 
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Three New Window Displays 
For Early Autumn Use 


ASN’T it a hot summer? 
Wasn’t the depression ter- 
rible? Let’s hope both are 


passed into history, and even though 
a few hot days and a sour note or 
two in business still linger, there is 
no better merchandising activity at 
this time than really aggressive win- 
dow trimming. The spotlessly clean 
glass and the display that has an 
attractive idea will sell merchandise 
if anything will. 

If you are one of the hardware 
window trimmers who have obtained 
the HarpwaRE AGE window display 
fixture instructions, you will be able 
to install the sketched windows, pic- 
tured here, in jig time. The small 
illustrations beside the suggested 
windows show the arrangement of 
the Harpware AcE Interchangeable 
Display Fixtures and the criss- 
crossed chart makes the drawing of 
the schoolboy easy, even for an ama- 
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teur artist. Try it on a large sheet of 
paper and learn how easy it is to 
draw by this method. Your own 
experience with show card colors 
will do the rest. The letters at the top 
of the chart and the numerals at 
the side are to enable you to locate 
any position on the drawing easily 
and to plot out your enlargement ac- 
curately. 

In many sections of the country 
the “New Deal” has been creating 
a demand for working tools and 
our artist has prepared a window to 
interest the man who has at last ob- 
tained employment and needs equip- 
ment for it. The words “New Deal” 
in playing cards will, of itself, at- 
tract attention to the display. 

There will be many a family pic- 
nic before the cold weather comes, 
so the photo of the window used 
by the Lind Hardware Co., Chicago, 


will offer much by way of sugges- 
tion for such a display. The well- 
known comic character of Popeye 
the Sailorman is, of course, copied 
(it can be done by the criss-cross 
method), in an enlarged size. No 
reader of Sunday editions will miss 
this familiar face. Popeye will blow 
you down many a cash sale if used 
immediately. 

A word on the matter of color will 
be useful here: The school and tool 
windows will call for — slightly 
warmer colors than have been in 
use during the summer months. 
Switch to tans and browns, colors 
that lean to the warm side of the 
scale. A good share of white may 
be combined with these shades if 
you find it convenient. 

Clean glass and plenty of bright 
light will go a long way to making 
these windows 100 per cent effective. 
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The Official Supplemental 


Wholesale Hardware Code 


Approved by the Administration, July 30, 1934, 


A SUPPLEMENTAL CODE OF 


FAIR COMPETITION FOR THE 
WHOLESALE HARDWARE 
TRADE, A DIVISION OF THE 


WHOLESALING OR DISTRIBUT- 
ING TRADE. 


ARTICLE I—Purposes 

To effectuate the policies of Title I of 
the National Industrial Recovery Act, this 
Supplemental Code is established as a 
Code of Fair Competition for the Whole- 
sale Hardware Trade pursuant to Article 
VI, Section 1 (c) of the Code of Fair 
Competition for the Wholesaling or Dis- 
tributing Trade, approved by the President 
of the United States on January 12, 1934. 
All provisions of the said General Code 
which are not in conflict with the provi- 
sions of this Supplemental Code are hereby 
incorporated by reference in this Supple- 
mental Code and made a part hereof. 
Such provisions of the General Code to- 
gether with the supplementing provisions 
of this Code are the standards of fair com- 
petition for and are binding upon every 
member of the said Wholesale Hardware 


Trade. 
ARTICLE Il—Definitions 


Section 1. Wholesaler.—The term 
“wholesaler” as used herein shall 
mean any individual, partnership, as- 
sociation, corporation, or other form 
of enterprise, or an organized divi- 
sion thereof set up to render and ren- 
dering a general distribution service, 
which deals primarily in hardware 
and kindred lines, which buys and 
maintains at his or its place of busi- 
ness an adequate stock of hardware 
and/or kindred lines, and _ which, 
through salesmen, advertising and/or 
sales promotion devices, sells to re- 
tailers and/or to institutional, com- 
mercial and/or industrial users for 
manufacturing, equipment, supply 
and/or maintenance purposes only, 
but which does not sell in significant 
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amounts to ultimate consumers. It is 
the character of a concern’s selling 
rather than the character of its buy- 
ing which distinguishes it as a 
wholesaler. 

Section 2. The  Trade.—The term 
“Trade” as used herein shall mean the 
business in which “wholesalers,” as above 
defined, are engaged. 

Section 3. General Code.—The term 
“General Code” as used herein shall mean 
the Code of Fair Competition for the 
Wholesaling or Distributing Trade. 

Section 4. Supplemental Code.—The 
term “Supplemental Code” as used herein 
shall mean this Supplemental Code of Fair 
Competition for the Wholesale Hardware 
Trade. 

Section 5. Divisional Code Authority. 
The term “Divisional Code Authority for 
the Wholesale Hardware Trade, a Divi- 
sion of the Wholesaling or Distributing 
Trade.” 

Section 6. Consignment.—The term 
“consignment” as used herein shall mean 
delivering or leaving merchandise with a 
customer, the title to remain in the whole- 
saler until such time as the retailer shall 
sell the merchandise. 


Section 7. Kindred Lines.—The term 


“kindred lines” as used herein shall in- - 


clude all such lines as have heretofore 
customarily been carried by wholesale 
hardware distributors. 


ARTICLE III 


Administration 


Supplementing Article VI 
of the General Code 


Section 1. The Divisional Code Author- 
ity shall be composed of seventeen (17) 
members, one (1) member to represent 
each of the following ten (10) geographi- 
cal areas: 

1. New England: Maine, New Hamp- 
shire, Vermont, Massachusetts, Connecti- 
cut, Rhode Island. 

2. North Middle Atlantic: New York, 
New Jersey, Delaware, Pennsylvania. 

3. South Middle Atlantic: Maryland, 





Virginia, North Carolina, South Carolina, 

District of Columbia, Georgia. 
4. Gulf: Florida, Alabama, 

Tennessee, Mississippi. 

5. Southwestern: Texas, Oklahoma, Ar- 
kansas. 

6. Eastern Central: Ohio, West Virginia, 
Indiana, Kentucky, Michigan. (except the 
Upper Peninsula). 

7. Northwestern: Minnesota, Montana, 
North Dakota, Wisconsin (North and West 
of a line drawn from Green Bay to La 
Crosse), the Upper Peninsula of Michigan. 

8. West Central: Illinois, Iowa (East of 
a line drawn directly North and South 
through Des Moines and including Des 
Moines), Missouri (East of a line drawn 
directly North and South through Fulton 
and including Fulton), Wisconsin (South 
and East of a line drawn from La Crosse 
to Green Bay). 

9. Missouri River: Missouri (West of a 
line drawn directly North and South 
through Fulton but not including Fulton), 
Kansas, Iowa (West of a line drawn di- 
rectly North and South through Des 
Moines but not including Des Moines), 
Nebraska, South Dakota. 

10. Rocky Mountains and Pacific Coast: 
Colorado, Utah, Arizona, California, Ore- 
gon, Washington, Idaho, Nevada, New 
Mexico, Wyoming. 

And seven (7) members at large. 


Louisiana, 


Section 2. The members of the Divi- 
sional Code Authority shall be elected in 
the following manner: 

(a) The Executive Committee of The 
National Wholesale Hardware Association 
shall appoint two (2) members and the 
Executive Committee of the Southern 
Hardware Jobbers’ Association shall ap- 
point one member of an Electoral Board 
of three persons to conduct the election. 

(b) The Electoral Board shall send out 
nominating ballots to all wholesalers dis- 
coverable by diligent search. Each of 
these ballots shall contain spaces in which 
the voter may write the names of his 
choices for the member of the Divisional 
Code Authority and an alternate member 
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thereto for his geographical area. To 
each nominating ballot shall be attached 
a letter assenting to and promising to 
comply with this Supplemental Code and 
the General Code. Twenty (20) days 
after those ballots are sent out the Elec- 
toral Board shall publicly count the votes 
which are then in its possession. Only those 
ballots which are accompanied by a signed 
statement of assent and compliance shall 
be counted. The person in each area re- 
ceiving the highest number of votes for 
the position of member of the Divisional 
Code Authority shall be declared to be a 
candidate for that position in that area. 
The person receiving the highest number 
of votes for alternate in each area shall 
be declared to be a candidate for the posi- 
tion of alternate in that area. 

(c) The Executive Committees of The 
National Wholesale Hardware Association 
and the Southern Hardware Jobbers’ As- 
sociation shall nominate seven (7) candi- 
dates at large and seven (7) alternates 
at large. 

(d) The Electoral Board shall prepare 
and mail to all wholesalers discoverable 
by diligent search ballots containing the 
names of all the candidates and alternates 
nominated according to the foregoing para- 
graphs. These ballots shali contain for 
each position a blank space in which the 
voter may write his personal choice. 
Wholesalers in all geographical areas shali 
vote for all members of the Divisional 
Code Authority and for all alternates. 
Twenty (20) days after the mailing of 
these ballots the Electoral Board shall 
publicly count the votes which it has re- 
ceived. Only those ballots shall be counted 
which are accompanied by a signed state- 
ment of assent and compliance or by a state- 
ment that the voter has previously submitted 
such a statement of assent and compliance. 
The candidates for member of the Divi- 
sional Code Authority and for alternate 
receiving the highest vote for each of the 
geographical areas and the seven (7) can- 
didates at large and the seven (7) alter- 
nates at large receiving the highest vote 
shall be declared to be elected. 

(e) The Electoral Board shall certify to 
the Administrator the method in which it 
has conducted the election and the results 
of the same. 


Section 3. The terms of office of mem- 
bers of the Divisional Code Authority and 
the method of electing their successors 
whether for full new terms or for unex- 
pired terms shall be established in the 
By-Laws of the Divisional Code Authority, 
subject to the approval of the Adminis- 
trator. 


Section 4. The Divisional Code Author- 
ity shall have the following duties and 
powers subject to such rules and regula- 
tions as the Administrator may prescribe: 

(a) To represent the Trade in confer- 
ring with the President or his agents or the 
General Code Authority, with respect to 
the administration of this Supplemental 
Code and the General Code and in re- 
spect to the Act and any orders or regu- 
lations issued thereunder. 

(b) To study the trade-practice provi- 
sions of this Supplemental Code and the 
operations thereof, and make such recom- 
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mendations from time io time to the Ad- 
ministrator as it may deem desirable for 
modification of or addition thereto, which, 
upon the approval of the Administrator or 
his agents after such hearing as he may 
prescribe, shall become a part of this Sup- 
plemental Code and have full force and 
effect as provisions thereof. 

(c) To appoint a Trade Practice Com- 
mittee, which shall meet with the Trade 
Practice Committees appointed under such 
other Codes as may be related to the Trade 
except other Codes supplemental to the 
General Code, for the purpose of formu- 
lating Fair Trade Practices to govern the 
relationships between production and dis- 
tribution employers under this Supplemen- 
tal Code and under such other Codes to 
the end that such Fair Practices may be 
proposed to the Administrator as amend- 
ments to this Supplemental Code and such 
other Codes. 

(d) To appoint such regional commit- 
tees and agents as the Divisional Code 
Authority may establish to assist the Divi- 
sional Code Authority in administering 
this Supplemental Code and the General 
Code, provided, however, that nothing 
herein shall relieve the Divisional Code 
Authority of its responsibilities as such. 

(e) To organize, elect officers, hire em- 
ployees, and perform such other acts as 
may be necessary for the proper adminis- 
tration of the Supplemental Code and the 
General Code. 


(f) To appoint a Special Commit- 
tee on Overlapping which shall meet 
with Trade Practice Committees 
and/or Special Committees on Over- 
lapping which may be appointed by 
the General Code Authority and/or by 
the Divisional Code Authorities ad- 
ministering other Supplemental 
Wholesaling and Distributing Codes 
covering kindred lines and/or by the 
Code Authorities administering other 
basic Codes covering the wholesaling 
and distributing of kindred lines, for 
the purpose of formulating recom- 
mendations to be submitted to the 
respective Code Authorities and to 
the Administrator for such modifica- 
tions of this Supplemental Code 
and/or such other Code or Codes as 
may be necessary to eliminate, inso- 
far as possible, conflicts between the 
fair trade practice provisions of this 
Supplemental Code and such other 
Code or Codes. 


(g) To adopt By-Laws and rules and 
regulations for its procedure. 

(h) To use such Trade Associations and 
such other agencies or agents as it deems 
proper for the carrying out of any of its ac- 
tivities provided for herein, provided that 
nothing herein shall relieve the Divisional 
Code Authority of its duties or responsibili- 
ties under this Supplemental Code or under 
the General Code and that such Trade 
Associations and agencies shall at all times 
be subject to and comply with the provi- 
sions hereof. 

(i) To obtain from members of the 
Trade such information and reports as are 
required for the administration of this 
Supplemental Code. In addition to in- 
formation required to be submitted to the 
General Code Authority and to the Divi- 








sional Code Authority members of the 
Trade subject to this Supplemental Code 
shall furnish such statistical information 
as the Administrator may deem necessary 
for the purpose recited in Section 3 (a) 
of the Act, to such federal and state agen- 
cies as he may designate; provided that 
nothing in this Supplemental Code shall 
relieve any member of the Trade of any 
existing obligations to furnish reports to 
any government agency. No individual re- 
port shall be disclosed to any other mem- 
bers of the Trade or any other party ex- 
cept to such other governmental agencies 
as may be directed by the Administrator. 


Section 5. Nothing contained in this 
Supplemental Code shall constitute the 
members of the Divisional Code Authority 
partners for any purpose nor shall any 
member of the Divisional Code Authority, 
exercising reasonable diligence in the con- 
duct of his duties, hereunder, be liable to 
anyone for any action or omission to act, 
under this Supplemental Code except for 
his own willful misfeasance or nonfeasance. 


Section 6. If the Administrator shall 
determine that any action of the Divisional 
Code Authority or any agency thereof, may 
be unfair or unjust or contrary to the 
public interest, the Administrator may re- 
quire that such action be suspended to 
afford an opportunity for investigation of 
the merits of such action and for further 
consideration by such Divisional Code Au- 
thority or agency, pending final action, 
which shall not be effective unless the Ad- 
ministrator approves or unless he shall 
fail to disapprove after thirty days’ notice 
to him of intention to proceed with such 
action in its original or modified form. 

Section 7. (a) It being found necessary 
in order to support the administration of 
this Supplemental Code and to maintain 
the standards of fair competition estab- 
lished hereunder and to effectuate the 
policy of the Act, the Divisional Code Au- 
thority is authorized: 


1. To incur such reasonable obligations 
as are necessary and proper for the 
foregoing purpose, and to meet such 
obligations out of funds which may 
be raised and hereinafter provided 
and which shall be held in trust for 
the purposes of this Supplemental 
Code; a 

2. To submit to the Administrator for 
his approval, subject to such notice 
and opportunity to be heard as he 
may deem necessary (1) an itemized 
budget of its estimated expenses for 
the foregoing purposes, and (2) an 
equitable basis upon which the funds 
necessary to support such budget shall 
be contributed by members of the 
Trade; 

3. After such budget and basis of con- 
tribution have been approved by the 
Administrator, to determine and ob- 
tain equitable contribution as above 
set forth by all members of the Trade, 
and to that end, if necessary, to in- 
stitute legal proceedings therefor in 
its own name. 

(b) Each member of the Trade shall 

pay his or its equitable contribution to 
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the expenses of the maintenance of the 
Divisional Code Authority, determined as 
hereinabove provided, and subject to rules 
and regulations pertaining thereto issued 
by the Administrator. Only such members 
of the Trade complying with the Supple- 
mental Code and contributing to the ex- 
pense of its administration as hereinabove 
provided unless duly exempted from mak- 
ing such contribution shall be entitled 
to participate in the selection of members 
of the Divisional Code Authority or to re- 
ceive the benefits of any of its voluntary 
activities or to make use of any emblem 
or insignia of the National Recovery Ad- 
ministration. 

(c) The Divisional Code Authority shall 
neither incur nor pay any obligation in 
excess of the amount thereof as estimated 
in its approved budget, except upon ap- 
proval of the Administrator; and no sub- 
sequent budget shall contain any deficiency 
item for expenditures in excess of prior 
budget estimates except those which the 
Administrator shall have so approved. 

ARTICLE 1V—Trade Practices 
Supplementing Article VII 
of the General Code 


The following practices are hereby 
declared to be unfair methods of com- 
petition and are prohibited: 

Section 1. To allow cash discounts 
greater than 2 per cent in anticipat- 
ing the due date of any invoice. This 
shall not apply to those lines where 
manufacturers’ Terms provide for 
greater cash discounts in anticipating 
payment. 


Section 2. To allow cash discount 
on any note settlement or to accept a 
non-interest bearing note in payment 
of a matured obligation. 


Section 3. To ship any goods on 
consignment except products of 
manufacturers whose general plan of 
distribution is by consignment and 
not by sale for resale. 


Section 4. For a wholesaler who, in 
addition to his definitely organized 
wholesale division, operates a retail 
store or division, to sell like commodi- 
ties in the same quantities to retailer 
customers at a higher figure than 
such commodities are charged or 
billed to his retail store or division. 


Section 5. The Divisional Code Au- 
thority shall study the subject of 
terms of payment and future datings 
in the Wholesale Hardware Trade for 
the purpose of recommending uniform 
terms of payment and datings for 
that Trade. When such recommenda- 
tion shall have been approved by the 
Administrator after such hearing as 
he may prescribe, it shall be an un- 
fair trade practice for any wholesaler 
to sell upon terms of payment or dat- 
ings other than those so established. 


Section 6 (a). Destructive price 
cutting is an unfair method of 
competition and is forbidden. Any 
sale shall be deemed prima facie de- 
structive price cutting if the net sales 
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price shall be less than the seller’s 
net invoice cost plus transportation 
charges to seller’s warehouse. 

Notwithstanding the provisions of 
this Section any wholesaler may sell 
any article of merchandise at a price 
as low as the price set by any com- 
petitor on merchandise which is iden- 
tical or essentially the same, where 
such competitor’s price does not vio- 
late this Section or where such com- 
petitor is not subject to the provisions 
of this Supplemental Code. 

Notwithstanding the provisions of 
this Section it shall not be deemed 
destructive price cutting for a whole- 
saler to sell the following merchan- 
dise at less than net invoice cost plus 
transportation charges, as provided 
above: obsolete goods, bona fide close- 
out merchandise, damaged merchan- 
dise, stocks being liquidated, mer- 
chandise sold for charitable purposes 
or to unemployment relief agencies, 
and such other merchandise as may 
be designated by the Divisional Code 
Authority. 

(b) If the Administrator shall at 
any time find (1) that an emergency 
has arisen within the trade, adversely 
affecting small enterprises or wages 
or labor conditions or tending to- 
ward monopoly or other acute con- 
ditions which tend to defeat the 
purposes of the Act, and (2) that 
the finding of a basis for de- 
termining minimum prices for all or 
any specified products sold by the 
trade is necessary for a limited period 
to correct the conditions constituting 
such emergency and to effectuate the 
purposes of the Act, the Code Author- 
ity may cause an impartial agency to 
investigate costs and to recommend 
to the Administrator a basis for de- 


termining minimum prices of said 
products. Thereupon the Adminis- 
trator may fix a basis for determin- 
ing the minimum price of any of said 
products for a stated period. During 
such period no member of the trade 
shall sell such products at a net real- 
ized price below the minimum price 
determined in accordance with the 
base so fixed. From time to time the 
Code Authority may recommend re- 
view or reconsideration or the Admin- 
istrator may cause any determination 
hereunder to be reviewed or reconsid- 
ered, and appropriate action taken. 


ARTICLE V—Subterfuge 


It shall be an unfair trade practice for 
any member of the Trade to employ sub- 
terfuge, directly or indirectly, to avoid o1 
attempt to avoid the provisions of this 
Supplemental Code or of the General Code 
or the purposes and intent of the National 
Industrial Recovery Act, which are among 
other things to increase employment, pro- 
vide better wages, promote fair competi- 
tive methods, better business conditions, 
and promote the public welfare. 


ARTICLE VI 
Power of the President to Modify 


This Supplemental Code and all the pro- 
visions thereof are expressly made subject 
to the right of the President in accordance 
with the provisions of the Subsection (b) 
of Section 10 of the Act, from time to time 
to cancel or modify any order, approval, 
license, rule or regulation issued under 


Title I of said Act. 
ARTICLE VII—Effective Date 


This Supplemental Code shall become 
effective on the tenth day after its approval 
by the Administrator. 


NRA Changed Section 6 Article IV 
of Supplemental 
Wholesale Hardware Code 


NRA approved the Supplemental 
Wholesale Hardware Code on condi- 
tion that a substitute Section 6, Ar- 
ticle IV be accepted by the wholesale 
hardware industry. The Government's 
text as shown above was accepted and 
is the official Section 6. For the in- 
formation of our readers who may wish 
to make comparisons we publish here 
Section 6 as submitted to NRA (but 
rejected by them in favor of the more 
legally phrased clauses which appear 
in the actual code)— 


Section 6. (a) No goods shall be sold 
or offered for sale at less than the cost to 
the seller. Such cost shall be defined to 
mean the actual net invoiced purchase 
price or market price whichever is lower 
plus transportation charges to seller’s 
warehouse, plus the actual wages involved 
in the delivery of goods by the seller when 
such wages are determined in accordance 
with an accounting formula developed by 


an impartial agency chosen with the ad- 
vice of the Administrator and published 
from time to time by the Divisional Code 
Authority after approval by the Adminis- 
trator. 

(b) Notwithstanding the provisions of 
this Section, any wholesaler may sell any 
article of merchandise at a price as low 
as the price set by any competitor on 
merchandise which is identical or essen- 
tially the same, where such competitor’s 
price does not violate this Section or where 
such competitor is not subject to the pro- 
visions of this Supplemental Code. 

(c) Notwithstanding the foregoing pro- 
visions of this Section a wholesaler may 
sell the following merchandise at less than 
the prices established under the said provi- 
sions: obsolete goods, bona-fide close-out 
merchandise, damaged merchandise, stocks 
being liquidated, merchandise sold for 
charitable purposes or to unemployment 
relief agencies, and such other merchan- 
dise as may be designated by the Divi 
sional Code Authority. 
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How to Sell 
Automatic Irons 


Seven Selling Points that Give the Real 

Answer to Chain, Drug Store, and Mail 

Order House Competition on this Impor- 
tant Household Appliance. 


By Ralph W. Carney * 


HE automatic iron is not just 

a high-priced electric iron that 

only a few people can afford to 
own! The selling of automatic irons 
is not the selling of quality, which 
has been a difficult thing to do in 
the low-priced market of the past 
three or four years, but it is rather 
the selling of a performance. 

Every woman can be sold an au- 
tomatic electric iron. By telling the 
real story of the value and perform- 
ance of automatic electric irons, the 
independent dealer cannot only build 
back for himself the electric iron 


*Sales Promotion Manager, the Cole- 
man Lamp & Stove Company, Wichita, 
Kan. This article is a summary of a se- 
ries of convention talks by the author. 


Light Flash 


business he has lost, but he can use 
the automatic iron as a foundation 
for an entire electric appliance busi- 
ness. 





ey we hu, wet 
Its the Bell Wether of the “‘flock”’ 





fas. 





The electric iron is the “bell 
wether,” so to speak, of the whole 
electric appliance “flock.” The store 
that the woman thinks about when 
she needs an iron, is most likely the 








RALPH W. CARNEY 


store she will think about in con- 
nection with electric fans, light 
bulbs, waffle irons, toasters, percola- 
tors, and all other electric business. 
The “iron” store can easily, there- 
fore, become the “electric appliance” 
store. 

The public mind can be quickly 
and universally changed on items of 
this kind after a certain percentage 
of women in every locality become 
acquainted with, and use “The New 
Thing.” Women sell each other. 
The cross-fire of chatter and informa- 
tion over the telephone, across the 
bridge table, over the back fence, 
in Ladies Aid Societies and other 
social meetings, accomplish what no 
advertising nor sales effort on the 
part of the dealer can accomplish. 

You must, therefore, distinguish 





Suggested window displays that present the advantages of owning a reliable automatic electric iron. 
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yourself and get your customers to 
distinguish between an Electric Iron 
that will only do the ironing, and 
an AUTOMATIC Iron that will do 
It’s what the 
automatic iron does, more than the 
ironing, that gets the higher price. 


more than the ironing. 


Seven Selling Points 


FIRST—The automatic iron will 
save from $2.00 to $5.00 (sometimes 
more) per year—actually costs that 
much less to use than a common 
iron. Based on domestic current 
rates of from 4 to 10 cents per kilo- 
watt, and average home use of five 
hours per week. 

The common iron is a waster of 
It pulls its full load every 
It gets 


current. 
second of the time it is on. 
“too hot” with consistent regularity. 
The woman pulls the plug—that’s 
too late! That current has already 
gone through the meter—it’s already 
on the bill, so to speak—it’s already 
in the iron in the form of heat the 
woman cannot use, and when she 
pulls the plug and waits for the iron 
to cool. it’s just like nickels flying 
off the bottom of that iron out into 
the air. 
no one think that this is an exaggera- 


Disappearing nickels! Let 


tion! The electric iron costs more 
money per hour to use than the elec- 
tric refrigerator, radio, washing ma- 
chine, vacuum cleaner, fan, and 
clock, all put together. 
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The “pass word,” therefore, for 


the sale of an automatic iron to 
every woman is the opening ques- 
tion: “How would you like to save 
from $2.00 to $5.00 a year on your 
light bill?” 
She may not want a new 
If she does need 


Every woman wants to 
do that. 
electric iron at all. 
a new iron, she doesn’t want to pay 
$7.95 for it, but she will pay $7.95 
in order to save from $2.00 to $5.00 
a year. 

Public utility stores have proven 
that every woman can be sold an au- 
tomatic iron because they have now 
reached an approximate sale of 95 
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per cent automatic electric irons. 
There are two reasons for the suc- 
cess of the public utility store in 
selling automatic irons. The much 
discussed policy of selling on “50 
cents down and 50 cents per month” 
terms is, of course, helpful in selling 
But this does not account 
for the percentage of “automatics,” 
because the public utility stores have 
the same terms on a plain iron that 
they have on an automatic. 

One of the reasons for the success 
of the public utility store is that 
they were merchandising the success- 
ful automatic irons. There are sev- 
eral mechanically successful auto- 
matic irons and these, as a rule, were 


“irons. 
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distributed through the public utility 
stores and the electrical trade. It 
so happens that many of the auto- 
matic irons sold to and through the 
hardware trade were unsuccessful in 
performance and unsatisfactory in 
service, and whatever enthusiasm the 
hardware dealer may have had was 
quickly lost by the excessive return 
of irons and the complaint of women 
that the irons “did not get hot” 
enough, or had failed to perform al- 
together. 


Not Familiar With 
Automatic Irons 

It has been my experience in more 
than 250,000 miles of travel, that 
very few people in independent 
stores have known anything at all 
about an automatic iron, except that 
you could “regulate the heat,” and 
heat control is not enough to sell an 
automatic iron to every woman. 
That is a fine convenience, and most 
all women would like to obtain that 
service, but she will still buy the 
cheap, plain iron, because she feels 
she can’t afford to pay the difference 
in price merely for the convenience 
of heat regulation. 

You are, therefore, selling an in- 
vestment, not just an electric iron. 

When the automatic iron is “off,” 
it’s “free wheeling.” In other words. 





the iron is “coasting” on the heat 
that is stored in it—hot enough fo: 
the time being, but consuming no 
juice and costing no money. The 
best makes of automatic irons will 
“free wheel” approximately 40 per 
cent of the time while the woman is 
ironing. It is “off” 40 per cent of 
the time for the entire ironing and 
is “on” longer only during the pe- 
riods when the operator is ironing 
very rapidly or during a_ heavy, 
damp ironing. 


Free Wheeling 


When the iron is set up on the 
end of the board, temporarily not in 
use, it is “off’ 95 per cent of the 
time. It is, therefore, safe for you 
to tell your customers that the au- 
tomatic iron is “free wheeling,” con- 
suming no current, approximately 
50 per cent of the total time from 
the moment she connects it until she 
puts it away. This means that the 
common iron would be expensive to 
the user if the dealer gave it to her 
for nothing. The automatic iron is 
cheap at any price. 

SECOND—There is no fire hazard 
with an automatic iron. 

Information compiled by the Na- 
tional Fire Protection Association of 
Boston, Mass., shows that on an 
average, approximately 50 fires of 
electrical origin occur in the United 
States every day, and 30 per cent of 
these are due to electric irons left in 








Keeps Its New Appearance 


circuit. A survey by this associa- 
tion, also shows that in the city of 
San Francisco, of all the fires of 
electrical origin during the past 10 
years, 37 per cent were caused by 
electric irons. In New York, 39.4 
per cent; in the State of lowa, 13.8 
per cent, and so on. Fires—millions 
of dollars in loss and damage to 
property—lives endangered—all be- 
cause somebody who was using a 
common electric iron, forgot! 
The automatic iron can be set on 
“high,” as high as it will go, left 
(Continued on page 66) 
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Breaking That Washington Habit 


HE Washington habit—most of us 
| have it. The habit has grown on us 
ever since the stock market crash 
of 1929 heralded the end of post-war pros- 
perity. At first it was Hoover and his efforts 
to combat the depression that drew our 
attention to the national capital. Then 
came the New Deal, and with it a rapid 
increase in Governmental undertakings in 
the interests of recovery. What with NRA, 
AAA, PWA, CCC and numerous other crea- 
tions of the Roosevelt regime crowding on 
to the national stage, it kept the business 
man on the qui vive merely keeping abreast 
of the rapidly unfolding drama. 

The first reaction to the New Deal was 
good. The President’s masterful handling 
of the banking crisis inspired nation-wide 
confidence and set in motion a marked 
upturn in business. Later after the first 
flush of enthusiasm had passed, doubts 
arose as to the wisdom of some of the 
measures launched by the administration. 
Violent exchanges between critics and de- 
fenders of the new policies ensued, but the 
debate made little impression on a general 
public, which was content to measure the 
Roosevelt program in terms of business im- 
provement. It was too early for the Wash- 
ington habit to be disturbed. 

It is only now—more than a year after 
the National Industrial Recovery Act was 
passed—that the New Deal is approach- 
ing a real crisis. And it took a‘national 
calamity, a drouth of unprecedented extent 
and severity, to bring this about. Many 
thousands of square miles of farm land 
have been burnt to a crisp, starving cattle 
have been rushed to slaughter, literally 
millions of people have been thrown into 
destitution. Inscrutable, unpredictable Na- 
ture has outdone the crop reduction pro- 
gram of the AAA with a vengeance. 

Fortunately, existing surpluses promise 
to be sufficient to save our country from a 
food shortage, but we are getting through 
by a narrow margin, so narrow in view of 
the world-wide extent of the drouth as to 
frighten one. Surely agricultural sur- 
pluses will never be regarded as so menac- 
ing again, and the wisdom of further 
arbitrary limitation of production at the 
risk of another crop failure is widely ques- 
tioned. Thus a New Deal theory has run 
afoul of a reality and those addicted to the 
Washington habit have gotten a jolt. 

Hardly less disturbing to New Deal en- 
thusiasts than the drouth has been the 
sharp falling off in business since July 1. 
Part of this decline represents a natural 
reaction from the unseasonally high activ- 
ity of the second quarter, particularly in 
the steel industry where price advances 
drove in anticipatory tonnage. But entire- 
ly apart from the recession that was expect- 
ed by all well informed observers, business 
is showing a degree of hesitation that is 
disturbing, if not alarming. 

It is still true that most business enter- 
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prises are better off than a year ago, but 
what worries them is that profits have risen 
so slowly in comparison with volume and 
in some instances have actually fallen 
though volume has increased. The ex- 
planation lies in labor costs. Not only have 
wage rates been advanced—in the steel 
industry to a level above that of 1929— 
but the productivity of labor has declined. 

This falling off in labor efficiency is 
directly traceable to the New Deal. Or- 
ganized labor has been encouraged to make 
exorbitant demands—demands that have 
halted the return of capital to enterprise, 
demands that have prevented the launching 
of new developments, demands that have 
resulted in violent industrial conflicts. 

In the face of this labor offensive indus- 
try has had to give ground. Though it has 
resisted the imposition of the closed shop, 
it has generally acceded to pressure for 
higher wages and shorter hours. 

It is now becoming apparent that wage 
advances may have gone too far. The hopes 
of industry that these increased costs could 
be passed on in the form of higher prices 
have not been fulfilled. Price increases in 
various industries have been followed of 
late by reductions and if further reductions 
are forced it is a question how long present 
wage levels can be maintained. 

If, finally, it becomes necessary to reduce 
wages again, all forward-looking business 
men will take that step reluctantly. They 
believe in the highest wages that business 
can support. And they do not condemn 
the New Deal because it lifted wages from 
the disgraceful levels that cut-throat com- 
petition had driven them. In fact, most 
business men have been non-partisan so far 
as the New Deal is concerned. From the 
first they have judged each undertaking of 
the Government by their own experience 
under it, always trying to fit in with the new 
scheme of things and always hoping for 
the best. And even today there is strong 
approval of certain features of the New 
Deal, though criticism of other features is 
becoming more and more vocal. 

The most common current comment on 
the New Deal is that it has gone too far. 
In the case of the NRA, it is held, it would 
have been far better if concerted effort had 
stopped with minimum wages and maximum 
hours. Although in some industries com- 
petitive practices have been ameliorated, 
in general the complicated codes that have 
been set up and the elaborate regulations 
that they have imposed have bewildered 
and hampered enterprise rather than helped 
it. 

A little later, when business faces the 
problem of freeing itself from the pincers 
of high labor costs and lower prices, as 
now seems to be the prospect, this view- 
point will probably be even more generally 
held than now. In the meantime, labor 
unrest shows few signs of abating, though 
it is commencing to drive home a truth 


that has thus far been overlooked by the 
New Deal. This truth is that the first and 
most important requisite of recovery is 
greater employment, not higher wages. 

There are still 10,000,000 unemployed in 
the country as against 13,000,000 at the be- 
ginning of the New Deal. 

The vast remaining army of unemployed 
is idle chiefly because of the continued 
prostration of our capital goods industries. 
Investment in capital goods is our only 
means of increasing industrial. efficiency 
and raising the standard of living. But 
investment will not take place unless there 
is a chance for profit. Chronic labor dis- 
turbances, excessive increases in wage costs 
and mounting tax burdens all serve to 
destroy confidence and prevent capital from 
coming out of hiding. 

And there is no lack of capital. The 
amount available for investment today is of 
unprecedented proportions. The banks are 
swollen with excess reserves that are not 
being used. Short-term money rates have 
fallen to the lowest levels on record. 

But capital is timid and properly so. 
Capital losses during the depression have 
been huge. An analysis of national income 
by the National City Bank of New York 
discloses that in each year since 1929 Amer- 
ican business has paid out more than it has 
taken in. The excess of income paid out 
over income produced for the years 1930 
to 1932 inclusive (1933 figures not avail- 
able) was the enormous sum of 23 billion 
dollars. In other words, the nation has had 
to use up its savings (capital) to that 
extent to pay its running expenses during 
hard times. 

A country cannot live on its capital in- 
definitely. Obviously the greatest need of 
the moment is to make it possible for cap- 
ital tor go to work again. Reemployment 
of capital is the surest way of increasing 
the employment of men. 

This fact is commencing to sink in among 
those who are getting over the Washing- 
ton habit. What our Federal government 
does will always be important and _inter- 
esting, but no government can bring about 
recovery single-handed. Distraught times 
have always caused people to seek super- 
men. Witness the rise of dictators in Italy, 
in Germany, in Russia and elsewhere. But 
no executive, even with dictatorial powers, 
can bring back the enterprise, initiative 
and productiveness that characterize gen- 
uine prosperity unless capital moves freely 
into investment. 

Washington has done much, too much. 
The time has now come to get over the 
Washington habit. The time has come 
to remove the restrictions and limitations 
that are holding back capital investment. 
Once this necessary step is taken, the 
progress of recovery will be resumed, not- 
withstanding the handicap of a disastrous 
crop failure. 
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A new sport has come to Oregon and Washington 


a profitable business has grown because 


oneyman Hardware Co. 
opularized Surf Fishing 


am HY,” asked the Honeyman 

Hardware Co., Portland, 

Oregon, last year, “are not 
the Oregon and Washington beaches 
as good for surf fishing as the 
beaches of California and some por- 
tions of the Atlantic seaboard where 
this exciting sport is enjoyed by tens 
of thousands of men, women and 
young folks?” 

The question was put to expe- 
rienced surf fishermen who answer- 
ed as with one voice, “They are. As 
good, and even better.” 

Yet Oregonians were not indulg- 
ing in the sport. With surf lapping 
at their feet, with millions of fish 
speckling the waters of the ocean, 
Oregonians thought only in terms of 
trout and salmon. To Honeyman’s 
came but a small—comparatively 
amount of fishing tackle trade. 

The people needed to be educated 
to the new sport. Down in San Fran- 
cisco, reports came of as many as 
10,000 fishers of all ages and both 
sexes thronging the beaches in a 
single day. In Los Angeles, special 
trains, it was said, were frequently 
run to the coast to accommodate the 
crowds. 

Portland, Honeyman’s 
should have just such crowds en- 
gaged in the zestful outdoor sport. 
Since nobody else seemed interested 
in promoting the sport, Honeyman’s 
took the task into their own hands. 

Determined to make Portland 
“surf-fishing conscious,” 


believed, 


sportsmen 
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they had bulletins printed giving 
such clear and explicit directions 
that any novice could go right out 
and start in. Over the radio every 
Friday night was presented a fifteen 
minute fishing news broadcast. In 
addition, an advertising plug was 
given to the afternoon news read 
over the air. On both programs the 
free bulletin was pushed, with rules 
for a surf-fishing contest conducted 
by the store. 

Letters and callers resulted. Expe- 
rienced drifted in and 
contributed excellent tips. In less 
than half a day one man pulled in 
nineteen different types of fish on a 
single beach. 


fishermen 


‘ 


Issued a Bulletin 


The colorful bulletin issued by 
the store not only told where to fish 
in a general way, but added such 
explicit instructions as “the best re- 
sults are obtained on the incoming 
tide, and when the sea is normal. 
Beaches in the vicinity of where a 
goodly sized stream empties into the 
ocean, or eddies below some pro- 
jecting point are considered favor- 
able, but it is essential that the beach 
be not too shallow so that a good 
cast will place the bait or lure in 
reasonably deep water where the fish 
are.” 

Because of the variety of fish to 
be caught in the sea—anything from 
a small sea perch to a 40 to 50- 


pound striped sea bass, halibut or 
ling cod—Honeyman’s advised sub- 
stantial fishing equipment. Not only 
were the various necessities listed, 
but each was described in detail, 
thus: 

SURF RODS: A one-piece rod 
about 61% ft. long, weighing around 
14 to 15 ounces, fitted into a double 
grip spring butt 28 to 30 in. long, is 
the favorite. What is needed is 
strength plus flexibility. Ordinary 
salt water rods of approximately that 
length and strength will do. 

REELS: A special surf casting 
reel capable of carrying 300 to 400 
yd. of line, with free spool and drag 
arrangement, is necessary for satis- 
factory results. And keep your reel 
out of the sand. Sand will ruin any 
reel. 

LINE: About No. 9 Cuttyhunk line 
has the required strength and is thin 
enough to offer the minimum resist- 
ance to wave and tide action. To this 
should be attached from 10 to 18 fet. 
of about 30 lb. Cuttyhunk leader 
line to take the wear and strain of 
casting. 

Sinkers, hooks, bait, rod _ rest, 
tackle boxes, all were similarly listed 
and minutely described. Equipment 
for the beginner was stripped of all 
frills. As the sportsman became more 
proficient, naturally he turned to- 
ward more and better tackle. 

Honeyman’s was not mistaken in 
its belief that surf-fishing could be 
made a major Oregon sport. Suggest- 
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Beaches, 





ed, described, it had immediate ap- 
peal. No license being required, it 
became a sport for all classes of 
people. There was no closed sea- 
son, no catch-limit. Tourists took up 
the sport. Enterprising individuals 
bought equipment to rent to visitors. 
Whole families went in for it. One 
man devised an improved sinker; an- 
other, a plug that would only be 
taken by sea-bass. The beach resorts 
made money. Honeyman’s found its 
sporting goods department flourish- 
ing as never before. 

To stimulate interest, last year 
Honeyman’s staged a contest for fish- 
ermen. So well did it go over that 
this year it was repeated—a $35 
Wilson Surf Rod for the largest sea 
fish caught during the contest pe- 
riod, May 20 to Sept. 10; $20 in 
surf fishing equipment for the larg- 
est striped sea bass; 15 yard surf 
casting reel for the longest and thin- 
nest sea fish; $10 in surf fishing 
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This fine sporting goods department of the Honeyman Hardware Co., Portland, 

Oregon, is largely the result of the firm’s promotion of outdoor sports, particularly 

surf fishing. Their two-color bulletin circulated to acquaint Oregonians with the 
fishing possibilities of their beaches, appears at the left. 


equipment for the shortest thickest 
sea fish; $10 in surf fishing equip- 
ment for the smallest sea fish. 

At 4 o’clock Monday - afternoon, 
Sept. 10, the names of the winners 
will be announced at the store. 

Rules for the contest are few. Any- 
body is eligible. One person may try 
for all five prizes and there is no 
limit to the entries that may be made 
by any one person. When a catch has 
been made that appears to be a win- 
ner, the picture should be taken, the 
required information entered there- 
on, and the picture forwarded to 
Honeyman’s. That is all. 

Not only has surf fishing pro- 
duced wonderful business for Hon- 





eyman’s sporting goods department. 
but every department of the store 
has benefited by the flow of cus- 
tomers through it. 

It’s an old proverb to the effect 
that if something doesn’t turn up. 
you should go out and turn some- 
thing up, but Honeyman’s has dem- 
onstrated the truth of it in merchan- 
dising. If you haven’t customers for 
your sporting goods department, go 
out and make sportsmen of your citi- 
zens, and your sporting goods sales 
will no longer give concern. 

Leo J. Ryan is head of Honey- 
man’s sporting goods department, 
and Alfred A. Aya has charge of 
publicity. 


See pages 18 to 20 of the 1933 
Directory Number of Hardware 
Age for a Chart of the Open 
Seasons for Game (1933-34) 


41 







C. B. Hamilton, Wichita, Kan., and 
Charles Patrick, relief driver in the 
transcontinental bicycle relay race. 
Below: The routes of the blue, gray 









and gold teams. 




















Transcontinental Bicycle 
Race Fine Sales Promotion 
Opportunity 


N Sunday morning, Aug. 19, 

three relay teams on bicycles 

will start a dash across the 
continent in an attempt to shatter the 
38-year-old record of 13% days. 
The race will be run against time, 
with the three  trans-continental 
teams traveling different routes. The 
revived interest in cycling together 
with the rebirth of the League of 
American Wheelmen, which, at one 
time had 100,000 members, has made 
the spectacular event possible. 
Hardware merchants, interested in 
stimulating the sale of bicycles and 
located in cities and towns along the 
routes to be covered by the three 
teams, could focus local attention on 
the race and arrange local cycling 
events to tie-in with it. 
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The official rate routes are shown 
on the accompanying map, and deal- 
ers in small towns between the larger 
cities indicated can safely assume 
that the most traveled highway will 
be used. Dealers should keep 
posted as to the progress of the race 
in order to be able to announce the 
time at which the racers can be ex- 
pected in their town. With 1934 the 
best bicycle year in more than 20 
years, dealers should not miss this 
splendid opportunity to further ac- 
celerate the public’s interest in 
cycling. 

The three teams, designated by the 
colors blue, gold and gray, will 
carry dispatches across the continent 
in much the same manner as the old 
“Pony Express” riders, and _ will 








start simultaneously in three differ- 
ent cities from a radio signal. The 
blue team will go east over the origi- 
nal route used in 1896, passing 
through San Francisco, Reno, Salt 
Lake City, Cheyenne, Omaha, Chi- 
cago, Toledo, Cleveland, Buffalo, 
Utica, and Albany to New York City. 
The gold team will proceed east over 
a southern route taking in the fol- 
lowing cities: Los Angeles, Flagstaff, 
Kansas City, St. Louis, Terre Haute, 
Indianapolis, Columbus, and New 
York City. The gray team will start 
in New York City and proceed west 
to San Francisco taking in parts of 
the other two routes. 

The story is told that in the 1896 
race, riders were kidnapped by rival 
cycling clubs, many clubs furnished 
armed riding escorts to accompany 
its favorite riders, relays were de- 
layed by cloud-bursts on mountain 
trails, and newspaper extras giving 
the details of the race were sold be- 
fore the ink was dry. The 1934 race 
may not be quite so spectacular but 
it is bound to prove very exciting. 

It is estimated that about 750 reg- 
ular riders and a like number of 
relief riders will take part in this 
year’s race. Contests have been, or 
are now being held in various locali- 
ties to select the riders. Each rider 
will ride a distance varying from 
8 to 25 miles, and it is said that 
riders who can do 10 miles in 30 
minutes are most likely to qualify. 
Bicycle manufacturers throughout the 
United States are contributing bicy- 

(Continued on page 74) 
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Affirmatives are 
Better than 
Negatives 


By MANDUS E. BRIDSTON 


T is an interesting fact that the 
most commonplace, stale expres- 
sions of selling—the clichés—are 

negative. And the negation surely 
has no place in the seller’s word 
stock. The previous Word-Graph 
charted some common negations, 
and here are others which at first 
you may consider far-fetched.- Yet 
it is all too true that “sellers” ac- 
tually use them, time and again. 

It is expecting too much of con- 
sumer demand and the pull of ad- 
vertising when the lifeless, negative 
words are chosen to promote the sug- 
gestive sale. 

Selling words must be affirmative 
words—always! 


Another Word-Graph 
in Next Issue of 


Hardware Age 


1934 


of Articles Entitled “Use” ‘the Right" ‘Selling Word” 
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SALES LIABILITIES 


SALES ASSETS 








“Can | sell you one of the new a 


“Have you seen this new—?” 





“| don’t suppose | could interest you in—’ 


“1 want tg show you the—”’ 





‘“‘Pardon me for bothering you, but I’d like 
to show you—” 

“Could | trouble you for a few moments of 
your time—?” 


The seller must never apologize to his 
customer for being sufficiently interested 
to show merchandise—to suggest asso- 
ciated merchandise. 





““‘We have that in three sizes, 25c., 40c. and 
65c.’"’ “Which do you want?” 


“I am showing you the large 65-cent jar, 
because it’s so much more economical.’’ 





“That is $5.00, the highest priced one we 
have. 


“That is $5.00, our very finest quality.’”’ 





““About what price did you want to pay?” 


“Do you have a price preference?” 





“If you want to be well- dressed (well- 
informed, more healthy, etc.) ? 


“Of course, you want to dress well (to 
be informed, to be healthy, etc.) and this 
article will—’”’ 





“If you can’t afford—”’ 


“If you don’t wish to spend so much—’”’ 





“If you were asking my advice—”’ 


““My personal recommendation is—’’ 





“We are making a special sales drive on 
this.” 


“You will note that especially attractive 
prices are in force.” (This phrasing re- 
moves the suspicion that a store is ‘‘get- 
ting rid’ of the merchandise.) 





“Perhaps you’!! need—” 





“Surely (or certainly) you'll need—” 
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Lighting Program 


Will Aid Hardware 


Trade 


Expanded ‘‘Better Light 
For Better Sight’’ Cam- 
paign Will Increase De- 
mand For Lamps, Lighting 
Equipment and Paint. R. J. 
Atkinson, Brooklyn, N. Y., 
represents N.R.H.A. on in- 
ter-industry program hav- 
ing eyesight conservation 
as its main objective 


REPARATORY to inaugurating 
an expanded program having eye- 
sight conservation as its theme, 
the National Better Light-Better Sight 
Bureau, a voluntary, non-profit group, 
was formally organized at a meeting 
held at the Edison Electric Institute, 
New York City, on Aug. 1. The ac- 
tivity, operated on an informal basis 
for the past year, was so successful 
that a greater and more unified effort 
has been deemed advisable. Through 
an extensive educational activity the 
public will be made aware of the neces- 
sity of providing “better seeing” con- 
ditions. This will create an improved 
demand for incandescent lamps, paints, 
and lighting equipment, all of which 
are important, lines extensively dis- 
tributed through hardware channels. 
More than 25 public service, indus- 
trial, trade and professional groups, 
including the National Clean-up and 
Paint-up Bureau, several optical or- 
ganizations, many organizations afhli- 
ated with the electrical industry, and 
national retail associations in the hard- 
ware, furniture and department store 
fields, have endorsed the program and 
intend to give it active support. As it 
is realized that a program of lengthy 
duration will be required to get the 
public to fully appreciate the im- 
portance of caring for its eyes, by pro- 
viding proper and adequate illumina- 
tion, no date has been set for terminat- 
ing the movement. However, it is gen- 
erally agreed that special impetus may 


At 





well be given the program from Oct. 
1 to April 1. The school term, longer 
nights, and the ending of daylight sav- 
ing time, combine to make this par- 
ticular period most timely. 

From the viewpoint of the hardware 
merchant the expanded program will 
have a great deal of added appeal since 
repainting wall and ceiling surfaces is 
to be urged to bring about the proper 
degree of “light reflectability.” Most 
hardware dealers know that white 
paint reflects about 89 per cent of 
available light, while cream, ivory and 
buff vary in efficiency from 61 to 7° 
per cent. It is this fact th-° ues 
light and paint natv-  ,artners, and 
explains why ! ... are destined to play 
increasingly important roles in the eye- 
sight conservation program. Special 
newspaper mats tying up both of these 
essentials for “better seeing” are now 
being prepared by the National Clean- 
up and Paint-up Campaign Bureau, 
Washington, D. C., and will soon be 
available without charge. 

The bureau’s platform, as stated by 
Chairman M. E. Skinner, Niagara 
Hudson Power Corp., Buffalo, N. Y.., 
at a meeting at the Edison Electric In- 
stitute, New York City, on Aug. 2, is: 
“Our eyes, plus correction where 
needed, plus adequate lighting prop- 
erly shaded and directed, plus proper 
reflecting surfaces on walls and ceil- 
ing, equals—better sight.” The pro- 
gram will direct public attention to 
the seriousness of impaired vision, a 
condition that exists among: 20 school 
children in every hundred; 20 to 30 
college students in every hundred, and 
70 out of every hundred persons over 
50. 


The movement will be publicized 











Keep all wails and 
ceilings Light 












Official Emblems to be used in 
Lighting Campaign 


through the national advertising of 
mazda lamp manufacturers, who will 
soon release intensive national cam- 
paigns; through the national advertis- 
ing of paint manufacturers; through 
the national advertising of optical man- 
ufacturers, through the local advertis- 
ing of utilities, who are pledged to do 
this job this year; through the local 
advertising of interested retail estab- 
lishments, through the circular matter 
supplied by all participating indus- 
tries, and window and store display 
material similarly furnished; through 
the education of employees, dealers, 
jobbers in all cooperating industries, 
and by direct contact of these em- 
ployees with the public; through slide 
films, Better Vision Institute, current 
releases and other material for lec- 
tures before schools, clubs,  etc.; 
through local radio programs and the 
radio efforts of all supporting indus- 
tries. 

The following suggestions are offered 
for organizing a local “Better Light 
For Better Sight” Bureau: 


1. The bureau should include rep- 
resentatives of all interested com- 
mercial groups, and in addition 
at least one oculist, one optome- 
trist, one optician and educators, 
members of service clubs, etc. An 
executive committee might then 
become the working group of the 
local bureau. This local bureau 
need not be an essential part of 
a local program. Where a local 
bureau is not formed, the utility 
or one of the commercial groups 
should organize and manage the 
campaign. 

2. Draw on the national Better 
Light-Better Sight Bureau, Glenn 
R. Trumbull, manager-secretary, 
c/o Edison Electric Institute, 420 
Lexington Avenue, New York 

(Continued on page 49) 
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Nearly 400 Million Dollars 
For Crop Reduction 


(Continued from page 28) 


But if he does not, there is no mort- 
gage that can compel him to do so. 


No Mortgage Tie-Up 


In other words, no one has yet 
found a way to mortgage corn that 
is not to be grown. No one has 
found a way to mortgage hogs that 
are never to be farrowed. 
there is 
spread misunderstanding as to what 
the corn-hog plan really is, let us 
look at its provisions clearly, once 
and for all. A total of more than 
120,000 farmers of the United States 
have signed the agreements with the 
The agreement is that 
the farmer will reduce his corn acre- 
age of 1934 by at least 20 per cent. 
Thus, if he has been raising an aver- 
age of 100 acres, he raises 80 acres 
this year. The Government then 
pays him 30 cents a bushel for the 
average corn crop he has been rais- 
ing in previous years on the 20 
withheld from _ cultivation. 
Thus he is literally being paid for 
a crop he agrees not to raise. 

In the hog plan, the same farmer 
agrees to reduce his hog crop by 
25 per cent. Thus, if he has been 
raising 100 hogs, he agrees to raise 
not to exceed 75 this year. The Gov- 
ernment then pays him $5 per head 
bonus for the 75 that remain as his 
allotment. If he has bad luck at 
the farrowing, and only succeeds in 
raising 50 of the 75 allotted to him, 
he is nevertheless paid $5 a head on 
the entire 75 allotted him to raise. 
In other words, as this figures out, 
the farmer is getting exactly $15 a 
head for all the hogs he agrees not 
to raise. 


Plan Much Misunderstood 


The corn-hog plan is a single unit. 
A farmer cannot choose to enter the 
hog plan without entering the corn- 
reduction plan. The two go to- 
gether. 

Much misunderstanding is also 
prevalent regarding just when, and 
in what installments, these monies 
are to be paid. 

First of all, let it be plain that 
the money has already started to 
flow. The Agricultural Adjustment 
(A.A.A.) estimates 


Because such a_ wide- 


Government. 


acres 


Administration 
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that the first installments will be 
flowing at their height some time in 
August. 

The money is all to be paid in 
three installments, covering a period 
from latter July, 1934, to Feb. 1, 
1935. 

Following is the set-up: 

First payment—When 
are approved: 15 cents a bushel on 
the corn reduced, and $2 a head on 


contracts 


the hogs allotted. 
Nov. 1, 1934: 
15 cents a bushel on the corn re- 
duced, and $1 a head on the hogs 
allotted. 

Third payment—Feb. 1, 1935: 
Final $2 a head on hogs allotted. 

If this does not mean seven 
months of prosperity to the hard- 
ware merchants in at least 20 states, 
it is pretty sure to mean as many 
months of prosperity to the automo- 
bile dealer, or to someone else who 
is more aggressive than the local 


Second payment 


. hardware merchant. 


Deller Chase fe Gu 


The gun has been fired for the 
start. The race for this money is 
on. Some of the money was paid 
in isolated cases in July. A_ big 
volume is being paid out in August. 
After that it will keep coming as 
fast as the clerical forces of the 
Government can handle the 
ments following the schedule as out- 
lined above. 

The hardware man who wants to 
enter the race for his share of this 
money, already has some facts to 
guide him. If he wonders what 
hardware items the farmer is most 
likely to buy with this money, he 
need only look back to see what 
the farmer bought when the corn- 
loan money was tapped into the 
great corn belt. Conspicuous among 


pay- 


the popular items in the larger 
units of hardware were kitchen 


ranges, power washers, and radio 
sets. Some of the largest stove fac- 
tories of America, who had been 
complaining bitterly about the lack 
of business, found themselves sud- 
denly unable to keep pace with the 
demand for ranges when the corn 
loans were being spent. One of the 
largest stove manufacturers put on 


three snifts, running the plant 24 
hours a day, and kept the wire hot 
over the country seeking skilled 
labor for the plant. One washing 
machine manufacturer, when the 
corn loans started, showed a 200 
per cent increase in January volume 
over the previous January. By the 
end of February the same manufac- 
turer was able to show a 1000 per 
cent increase in February volume 
February. <A 
merchant in 


over the previous 
smalltown hardware 
Iowa, who sold 71 washers in three 
months while the corn-loan money 
was coming, said that 60 per cent 
of the machines 
jobs, which meant that at least that 
| machines was 
Even this per- 


were gas-engine 
percentage of the 
going to the farms. 
centage was misleading, because so 
many farmers in that section have 
their homes electrically wired that 
a great many of the electric washers 
he sold also went to the farmers who 
were getting corn loans. 


Radio Demand Looms 


A survey by the radio manufac- 
turers less than two years ago showed 
that 40 per cent of farm radios were 
silent, either because they were worn 
out or obsolete, or because the 
farmer could not afford B batteries. 
With the coming of the corn loans 
the sale of farm radio sets picked 
up smartly in the corn belt, and the 
demand for B batteries rose sensa- 
tionally. 

It was noticeable that when the 
corn-loan parade was over, the sen- 
sational demand for ranges, wash- 
ers, radios, B batteries, and a lot 
of other hardware items began to 
chop off rather abruptly in the corn 
belt. 

But here comes the 
money—vastly greater volume than 
the corn-loan money; and, if we may 
repeat, it is “Free” money—free to 
go where it will. The hardware man 
who will bait properly for it, will 
surely have cause to rejoice when 
the great parade is over. He who 
still buries his head in the sand, 
will scarcely know there has been a 
parade, even after the torch lights 
are put away and the band is silent 


corn-hog 


again. 
Ninety Percent Signed 
In the best of the corn and hog 
belt, an average of 90 to 95 per cent 


(Continued on page 76) 
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ADVANCES BECOMING EFFECTIVE 


Soil Pipe 
Roofers’ Pitch Ventilators 


Dixon Lead Pencils 


DECLINES BECOMING EFFECTIVE 
Betty Bright Mops 
Pig Lead 
Long Terne Sheets 
Screen Doors and Window 
Sereens 
One Line of Bird Cages 
and Stands 


Schlueter Tinware 


Twines 


T Hinges 


Autopoint Pencils 


UP AND DOWN PRICE CHANGES 


Linseed Oil Turpentine 


Paint Brushes 


(See report below for full particulars.) 


Continental Company, whose re- 
duced prices on combination doors 
were mentioned in our last issue, have 
repriced downward practically their 
complete lines of screen doors, full 
size window screens, extension screens 
and frames. This move is in coopera- 
tion with the mark-downs on lumber 
products and general building supplies, 
recently urged and initiated at Wash- 
ington. The average mark-up from 
November, 1932, to November, 1933, on 
four of the best (hardware) sellers in 
finished screen doors, was 50 per cent. 
The current decline drops values back 
to an average of 18 per cent over the 
low basis. Adjustable screens, 18 and 
24 inches, which went up about 36 
per cent, have gone back most of the 
way. In this process, the jobber’s 
margin has been cut down on doors 
and screens—quantity discounts for 
large retailers, and for mail order and 
chain groups, are also reduced, and 
the smaller retailer is allotted a_bet- 
ter relative status. Orders are now 
solicited for 1935 delivery, with March 
1 dating. Five per cent concession is 
granted on early business, when in- 
cluded in one of the several pool cars 
usually assembled by manufacturers 
and wholesalers for the retailers’ bene- 
fit. 

* ¥* 


Reductions in ranging 
from 5 to 10 per cent, have been issued 
by one of the manufacturers on bird 
cages and stands. Other makers have 
not yet followed, and there is question 
as to whether the decline will be found 
general. 


price, 


* * * 


Java and Mexican sisal twines 
have just been reduced two cents per 
pound on medium and fine grades. and 
one cent per pound on the extra fine. 
This represents approximately 10 per 
cent average reduction. 
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Wood Frame Window 


Java and Mexican Sisal 


Some Makes and Models of 
Watches and Clocks 
Steel Butts, and Strap and 


August 
16th 
1934 


Effective August 1, the Inger- 
soll-Waterbury Company reduced re- 
sale prices on several of their higher- 
value wrist watches about 21 per cent. 
The company’s Chevron, Tuxedo, 
Three Little Pigs, and Mickey Mouse 
models were affected. Models which 
formerly retailed to the consumer at 
$3.75 each are now listed at $2.95 each. 

* * * 

Western Clock Company and 
New Haven Clock Company made re- 
ductions late in July affecting various 
models of their clocks and watches. 
The average decline in prices to whole- 
salers figured about 5 per cent. 

* * * 

The rather erratic changes re- 
cently noted on turpentine and on lin- 
seed oil continue to keep the trade 
guessing. On July 27 linseed oil de- 
clined 14% cents per gallon, and tur- 
pentine dropped two cents per gallon. 
On Aug. 6, linseed oil advanced 4% 
cents per gallon, while turpentine de- 
clined a further one cent per gallon. 

* * * 

NRA authorities were asked on 
Aug. 3 to approve an increase in the 
minimum retail prices of tires rang- 
ing from 7.1 to 10 per cent. The re- 
quest was made by the tire manufac- 
turing industry represented at a public 
hearing by A. L. Viles, secretary of 
the Rubber Manufacturers Association 
and a member of the Industry’s Code 
Authority. Mr. Viles pointed out that 
thousands of small independent dealers 
are able to make profits of only 3 per 
cent on present tire price levels, and 
would be forced out of business un- 
less granted some increase. Adminis- 
trator Johnson established the present 
minimum prices last May, with the 
declaration that the tire industry was 
suffering from “destructive price cut- 
ting” and that an emergency existed. 






Roofers’ pitch has been ad- 
vanced $2.00 per ton by leading sell- 
ers, and refined roofers’ tar was 
marked up 50 cents per barrel. Defi- 
nite orders at old costs were widely 
accepted before the effective date of 
this change, which was Aug. 13. 

* * * 

Paint brush manufacturers sent 
out to the trade new price schedules, 
as of Aug. 1. Changes were both up 
and down, at an irregular rate, though 
advances predominated. Twelve rep- 
resentative numbers of wall brushes 
advanced from 10 to 20 per cent. On 
12 leading numbers of varnish brushes 
there were four declines, running from 
4 to 7 per cent, six advances averaging 
10 per cent, and two items on which 
there was no change. Three popular 
numbers of calcimine brushes ad- 
vanced from 6 to 11 per cent. 

* * * 

Schlueter Manufacturing Com- 
pany have reduced prices on stamped 
and pieced tinware 5 to 10 per cent. 
The new quotations have either en- 
tirely or partially wiped out an ad- 
vance made in February, which ap- 
parently had slowed up buying by the 
wholesalers. In some instances, old 
supplies purchased during the winter 
had tided jobbers’ stocks over the in- 
tervening period. 

* * % 

The code for the enamelware 
industry was signed, to be effective 
Aug. 1, with provision for filing prices 
on or before Aug. 15. It is thought 
that there will be a firming of prices, 
with advances on some competitive 


items which manufacturers declare 
have been sold without profit. 
* * & 
Autopoint pencils have been 


dropped sharply in price, averaging 
perhaps 25 per cent. The No. 6 model, 
a popular seller, was reduced in resale 
value from 50 cents to 35 cents each. 
An advance of about 10 per cent on 
Dixon lead pencils is reported. 
* * * 

Manufacturers of soil pipe have 
advanced their prices ranging from 10 
to 20 per cent, under “emergency” 
pressure by NRA. About two weeks 
ago, prices dropped approximately 10 
per cent, in the last decline of the 
severe competition. 
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1934 prices on window ventila- 
tors are being named. One leading 
wood-frame pattern is quoted approxi- 
mately 10 per cent higher than in the 
season of 1933. Some steel frame 
ventilators are offered at the same 
prices as last year. 

* * * 

Betty Bright mops have de- 
clined, effective Aug. 1. The retail 
price on the DeLuxe finish mop was 
lowered from $1.50 to $1.20 each. Job- 
bers’ and dealers’ percentage margins 
remain as before. 

* * * 


On steel butts and strap and T 
hinges, after the sharp mark-up of 
April 28, about 20 per cent, a 10 per 
cent reduction is made, effective Aug. 
1. Some makers have felt that the 
advance was too severe, and there is 
general comment that the present new 
compromise level is fair, and_ will 
doubtless be maintained. 

* * * 


A further drop of 10 cents per 
100 Ibs. in pig lead prices was, made 
July 27 by the leading producers. The 
New York wholesale price of $3.75 at 
present, compares with a high of $4.50 
a year ago, and with a depression 
“low” of $2.65 in July, 1932. 

* * *% 


Builders’ hardware’ manufac- 
turers are working together in better 
harmony. It is understood that all 
special concessions are withdrawn, and 
that the schedule adopted Dec. 20, 
1933, is reafirmed. The makers have 
apparently warded off a rather drastic 
price war, which the industry could ill 
afford, with present curtailed sales and 
production. 

* * * 

The International Silver Com- 
pany have made an interesting change 
in their selling policy, in order to 
prevent their wares from getting into 
the hands of price cutters. They have 
limited the number of jobbers to whom 
they will sell, and for the present there 
will be only five hardware wholesalers 
to carry the lines of 1847 Rogers Bros. 
and William Rogers & Son silver-plated 
ware, and sterling silverware. .With 
this set-up, it is expected that the 
retail hardware dealer may get back 
into silverware distribution. 


AUGUST 





16, 1934 


Prices on leading steel products 
have been unchanged since the re- 
visions effective July 10. Long terne 
sheets were reduced a further $1.00 
per ton on Aug. 4, the mark-up over 
the early April basis remaining at 
$3.00 per ton. 

A serious blow to price struc- 
tures in hardware has again been de- 
livered by the new fall and winter 
mail order catalogs, which will prob- 
ably be effective for six months ahead. 
A complete disregard of market values 
fostered by the NRA codes is noted in 
the pricing of many “backbone” items 
of the hardware merchant’s business. 
Prices direct to the consumer are near 
or below the average retailer’s cost. 
The natural result is a concerted ham- 
mering at the code price schedules 
of the manufacturers, and a shaking 
of confidence all along the line, both 
in the fairness of the price structures, 
and in the enforcing policies of NRA. 

* * * 

With the best records of sales 
coming from the South, wholesale 
hardware distribution generally is 
lagging below last summer’s records, 
and July has dropped below June as 
June fell behind May. Retail store 
sales are holding their own, and with 
increases continuing to show here and 
there. Merchants report buyers still 
eager for summer goods, and at regu- 
lar prices, and there has been a lot 
of reordering to replenish stocks. Pur- 
chasing of seasonable supplies by the 
average consumer started later than 
usual, and is continuing later. Many 
stores whose practice has been to fea- 
ture August sales, for disposal of sum- 
mer stocks, have abandoned the idea 
for this year, due to their own moderate 
buying and disappearing supplies, and 
to the continuing active demand. Mil- 
lions of dollars of Government money 
are crossing the counters of retailers. 

* # # 

Wholesalers in many districts 
are encouraged by the attendance, in- 
terest, and actual ordering, at the fall 
market week gatherings now in session 
or recently held. A common finding is 
that retailers have little merchandise 
on their shelves, having kept stocks 
at a minimum, and relatively large 
buying for fall is felt to be necessary 


and certain. The Pacific Coast is slowly 
recovering from the effects of its gen- 
eral strike, though labor disputes else- 
where are still a severe drain upon 
business. Northwest lumber mills re- 
ported orders well in excess of pro- 
duction and shipments. Federal Re- 
serve reports indicate credit conditions 
among retailers in the Far West better 
now than at any time in the last dec- 
ade. 
*% * * 

A recent survey of hardware 
trade by Dun and Bradstreet’s is more 
optimistic than reports emanating di- 
rectly from hardware offices. The Dun 
survey sees indications that the second 
six months of the year will show an 
increase in hardware equally as good 
as that for the first six. “Trade is 
benefiting by Government loans to 
owners for repairs, offsetting partially 
the loss of CWA revenue, while the 
increase in general construction ac- 
tivity is beginning to make its influ- 
ence felt more strongly. Hopes of 
stimulating a revival of the long-de- 
layed building campaign, sponsored by 
the Government, now are in the as- 
cendancy, and preparations are in 
progress for the best fall hardware 
business that has been experienced in 
five years.” 

Cumulative percentage gains in 
net wholesale hardware sales for the 
first half of 1934, as compared to the 
corresponding period of 1933, by Fed- 
eral Reserve Districts, and as com- 
puted by Harpware Ace, are: Cleve- 
land, plus 42.7 per cent; Philadelphia, 
plus 30.0 per cent; Richmond, plus 
45.0 per cent; New York, plus 14.2 
per cent; Atlanta, plus 43.6 per cent; 
Chicago, plus 43.0 per cent; St. Louis, 
plus 29.0 per cent; Minneapolis, plus 
19.0 per cent; Kansas City, plus 38.0 
per cent; Dallas, plus 57.1 per cent, 
and San Francisco, plus 41.8 per cent. 
These figures reflect a national whole- 
sale hardware sales increase of ap- 
proximately 40 per cent. 


* * * 


Atlanta’s latest reports to the 
Federal Reserve show sales gains for 
dealers in all major lines of merchan- 
dise of from 30 to 40 per cent, as 
compared with the same period a year 
ago. Department store trade was 
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Increases in Wholesale Hardware 
STOCKS Over Corresponding Months 
of 1933 (National Averages) 
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especially good, with the sale of sum- 
mer utilities and household fixtures 
continuing far above expectations. 
Kansas City mentions wholesale hard- 
ware activity as improved. Higher 
prices for hogs and grain were factors 
in offsetting to some extent the de- 
vastation of the drought. 





* * * 


The Dallas Federal Reserve 
bulletin states that retail sales of mer- 
chandise, particularly by department 
stores, have shown declines, but are 
still fully 25 per cent greater than 
for the corresponding period last year. 
Wholesale trade, also less than the 
preceding month, remains 20 to 85 per 
cent ahead of last year. The con- 
tinued dry weather in Texas, where 
such a large portion of the cotton crop 
is grown, is giving serious concern. 

* * * 


Orders for carpenters’ and me- 
chanics’ tools are quiet, with the chief 
activity appearing in  popular-priced 
home and farm tools for ordinary re- 
pair work. Jobbers and dealers who 
are cooperating in the offer of tool 
values to meet mail order quotations 
are finding many buyers. 

* * * 


Sales of household electric re- 
frigerators for the first half of 1934 
totaled 1,003,574 units, a new all-time 
record, the Edison Electric Institute 
stated recently. This total exceeds by 
50% per cent the total for the first 
half of 1933, when 666,750 units were 
sold. June sales eased off to 190,003 
units, compared with 277,988 in May 
—a record month—and with 213.420 in 
June. 1933. 


* * *% 


Washing machine factory ship- 
ments for June amounted to 94,890 
units, the largest ever reached in any 
June period, according to the manu- 
facturers’ association. This compares 
with 126,695 in May and with 93,508 
in June, 1933. The decline from May 
was a seasonal falling off. The total 
for the first six months of this year 
was 679,624, the largest number for 
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WHOLESALE HARDWARE 
COLLECTIONS 


NEW YORK—The per cent of whole- 
sale hardware charge accoun:s out- 
standing May 31, collected in June 
1934, was 48.0 per cent as compared 
with 44.3 per cent in June 1933. 





CHICAGO—The per cent of change 
from June last year in wholesale hard- 
ware accounts outstanding was plus 
2.8 per cent, and the ratio of accounts 
outstanding to net sales was 200.2. 





PHILADELPHIA—General wholesale 
collections during June did not mea- 
sure up to the usual seasonal change, 
but the ratio of collections to receiva- 
bles was 18 per cent higher than a 
year ago. 





CLEVELAND—The Federal Reserve 
Bank of Cleveland does not include in- 
formation on either general wholesale 
or wholesale hardware collections in 
its June review. 





ST. LOUIS—Reports relative to gen- 
eral collections reflect satisfactory 
conditions. Relatively the volume of 
settlements was higher than a year 
ago and showed marked betterment as 
contrasted with the similar periods in 
1932 and 1931. Wholesale hardware 
collections have been adversely affect- 
ed by the drouth in the areas most 
severely hit. 


SAN FRANCISCO — The percentage 
of wholesale hardware collections dur- 
ing June to total amount due from 
customers (outstanding) on first of 
month was 39.1 per cent in 1934 and 
33.3 in 1933. 


MINNEAPOLIS — June 1934 whole- 
sale hardware receivables were 99 per 
cent of those in June 1933. 











BOSTON—The Federal Reserve Bank 
of Boston does not gather informa- 
tion on wholesale trade in its district. 





KANSAS CITY—Wholesale hardware 
outstandings on June 30, 1934, as com- 
pared to May 31, 1934, were minus 0.5 
per cent, and as compared to June 30, 
1933, were 3.3 per cent. The amounts 
collected in June 1934, as compared to 
May 1934, were 5.2 per cent, and as 
compared with June 1933 were 33.3 
per cent. 





ATLANTA—The percentage of whole- 
sale hardware accounts and notes re- 
ceivable outstanding at the beginning 
of the month, which were collected 
during the month. was 32.0 per cent 
in June 1934: 36.0 per cent in May 
1934, and 25.7 per cent in Jure 1933. 





DALLAS — The ratio of wholesale 
hardware collections during June 1934 
te accounts and notes outstanding on 
May 31, was 50.0 per cent. 





RICHMON D—The rercentage of June 
1. 1934. wholesale hardware receiva- 
bles collected during the month of 
June was 42.0. 








any first half period ever reported. 
This figure compared with 395.344 in 
the same six months of last year and 











increases in Wholesale Hardware 
SALES Over Corresponding Months 
of 1933 (National Averages) 
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625,094 in the first half of 1929, the 
previous record period. 
* * * 


The Maytag Company has re- 
ported a remarkable increase in busi- 
ness. Net sales for the quarter ended 
June 30 were $4,825,427 against $1,- 
996,194 for the second quarter of 1933. 
The net sales for six months ended 
June 30 were $8,884,721 against $2,- 
751,481 in the like period of 1933. 


= 2 F 


Steel operations showed further 
curtailment, the national average fall- 
ing 1.2 per cent to 25.8 per cent of 
capacity, the American Iron and Steel 
Institute reported last week. The cur- 
rent rate compares with 26.1 per cent a 
week previous, 27.5 per cent in the 
first week of July and 57 per cent as 
the 1934 high. Strong sentiment pre- 
vails in the steel industry that within 
30 days improvement will start, with 
automobile manufacturers releasing 
the first steel required for 1935 models. 


* * * 


National Lead Company reports 
improved profits for the opening six 
months of 1934, as compared with the 
1933 period. Tonnage sold was much 
in excess of the same period last year, 
and total dollar sales were about 50 
per cent ahead, but profits did not 
increase proportionately to the increase 
in sales, due to increasing costs. Lead 
and oil sales in the first six months 
ran behind 1933 due to the lack of 
construction work. Edward J. Corn- 
ish, chairman, states that business in 
all of the company’s lines has shown a 
seasonal decline, but that this decline 
usually occurs in July and August. 
He further states that the National 
Lead Company is in no NRA associa- 
tion that is endeavoring to fix prices. 


* * * 


Another (July 15) bulletin 
from Mr. Harry L. Felt, official wild 
fowl observer in the Canadian territory, 
reads: “We are going to see a heavy 
wild fowl migration from the far north, 
when the time comes. Three months 
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ago I stated we would experience the 
greatest increase in waterfowl, from 
the prairie nesting area, since 1928. 
This met with considerable opposition 
until quite recently. It appears now 
that a great improvement is shown, 
more especially with respect to those 
waters which were entirely dried out. 
over a period of several years, but filled 
up during 1934. We have experienced 
a greater decrease in waterfowl de- 
struction during the nesting season of 
1934 than at any time during the past 
several years. The wholesale slaughter 
of crows in the United States during 
the winter months, is having its ef- 
fect. et Sa ca 

The demand for sheet steel, in- 
cluding strips, keeps up much better 
than that for other basic steel products. 
In 1933, sheets and strips reached 63.5 
per cent of the tonnage rolled in 1929, 
while the total percentage of all fin- 
ished rolled steel and iron was only 
40.7 per cent of 1929. The same rela- 
tive trend continues this year, the rea- 
son undoubtedly being that it is easier 
to find new uses for sheet products 
than for other forms of steel. There 
are no new uses for rails, and very few 
for heavy structural shapes. 

* * * 


The total of unemployed workers 
in June, 1934, was 7,934,000, according 
to an estimate of the National Indus- 
trial Conference Board. This is an in- 
crease of 89,000, or 1.1 per cent. from 
May, 1934, and a decline of 5,269.000, 
or 39.9 per cent, from the total in 
March, 1933, when unemployment was 
at its highest point. The increase in 
unemployment from May to June was 
the first increase since January, 1934. 
Employment in the steel industry, due 
to the production peak incident to price 
advances, reached the highest level in 
four years in June. There were in that 
month 455,966 persons at work, an in- 
crease of 6604 over May and of 117,820 
over June, 1933. 

* a * 

The latest move in commodity 
price averages was a decline of 1% of 1 
per cent for the week ended July 28. 
The Labor Bureau index now stands 
at 74.7 per cent of the 1926 average. 
Department store (retail) prices had 
risen about 25 per cent from May, 
1933, to May of this year, but have now 
dropped slightly for three consecutive 
months. Price reductions that may be 
of great assistance in the building 
situation have been made in lumber, 
both in the minimum wholesale code 
quotations and in the retail mark-up. 
Together, these reductions will total 
around 15 per cent. This is an impor- 
tant move toward promoting construc- 
tion, if all agencies in the building in- 
dustries would cooperate in like 
manner. 
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Lighting Program Will Aid Hardware Trade 


(Continued from page 44) 


City, for lecture material, radio 
program material, etc. 

3. Obtain from the industry asso- 
ciation officers, from manufac- 
turers and wholesalers, literature, 
display material, newspaper mats, 
etc. 

4. Enlist the aid and cooperation of 
the newspapers, who will profit by 
local advertising of utility and 
interested retail outlets. 

5. Organize a local sales promotion 
to include: (a) Newspaper ad- 
vertising by utility, department 
stores, other dealers. (b) Win- 
dow and store displays. (c) 
Radio program. (d) Direct mail, 
bill enclosures, counter _litera- 
ture. 

6. Arrange for talks before clubs 
and other groups. Lecture ma- 
terial to be made available by the 
national bureau. 

7. Organize a _ contest — offering 
prizes to stimulate interest in the 
Better Sight story. 
contest plans to be made avail- 
able by national headquarters. 

8. See that every employee of utility 
and all interested retail outlets 
is schooled in the essentials of 
the Better Sight story. Group 
meetings of employees should be 
held prior to the opening of the 
campaign. 

A local bureau has already been 
formed in Philadelphia, Pa.. and the 
Paint, Varnish & Lacquer Association 
of Philadelphia, one of the important 
local groups affiliated with the Na- 
tional Paint, Varnish and Lacquer As- 


Complete 


sociation, Inc., is actively cooperating 
with local electrical interests and has 
contributed $1,000 for furthering the 
campaign in that city. Plans are being 
made for the utility company in each 
city or town to conduct lighting schools 
for retail salesmen as the national ex- 
ecutive committee fully appreciates the 
need of having the sales force in the 
field well versed on lighting funda- 
mentals. 

As the program progresses it is en- 
tirely possible that a special plan for 
providing “measured” light for per- 
sons with defective vision will be de- 
veloped by optical authorities and 
lighting experts. It is believed the 
time is not remote when glasses are 
fitted by, opticians and optometrists, 
that they will recommend the use of 
a specified number of units of light by 
the patient. Tests already made have 
proven that most persons should have 
a minimum of 20-fogt candles or units 
of light on the work, and localized 
lighting, producing sharp contrasts in 
the room should be avoided. When 
people have the opportunity to control 
lighting by degrees to the point which 
seems most pleasant and effective, it 
has been found that the majority pre- 
fer from 100 to 180-foot candles or 
units of light. It is most likely that 
a definite standard establishing the 
number of light units best suited for 
the average person will be announced 
before the renewed activity gets well 
under way, and full information on 
this and other developments in connec- 
tion with the campaign will be pub- 
lished in succeeding issues of Harp- 
WARE AGE. 
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WYETH HARDWARE & MFG. CO. 
CELEBRATE DIAMOND (75th) ANNIVERSARY 


St. Joseph, Mo., Wholesale Hardware Firm Was Founded 
Year First Railroad Reached Missouri River—208 of the 
Company’s 250 Employees Have Served Five Years or More. 


In commemoration of its 75th 
anniversary the Wyeth Hardware 
& Mfg. Co., wholesale hardware, 
St. Joseph, Mo., has issued an 
interesting illustrated hooklet of 
16 pages, printed in two colors, 
in which the history of the com- 
pany is reviewed. 

In 1859, when St. Joseph was 
but a pioneer outfitting post, W. 
M. Wyeth, who had been a hard- 
ware merchant in Ohio, started 
the business in a small three- 
story building, having a 20 foot 
front, within sight of St. Joe land- 


ing on the Missouri River. Dur- 
ing the same year, the Hannibal 


and St. Joseph Railroad, now a 
part of the Burlington system, 
was completed—the first railroad 
to push as far West as the Mis- 
souri River. 

Despite the adverse conditions 
of the Civil War period and other 
handicaps the 
steady progress. 
in 1866, when 
in which the was lo- 
cated was destroyed, a temporary 
building was quickly erected, and 
a suitable building, having three 
times as much floor space, was 
erected and occupied the follow- 
ing year. In 1872 a separate 
building was constructed for the 
manufacture of harness and sad- 
dles. A collar factory was es- 
tablished in an especially erected 
building in 1881. 

To provide better facilities for 
handling the growing 
a five-story building was erected 
in 1892 to house the general 
hardware business. A four-story 
warehouse was added in 1899, 
and in the year following Factory 
No. 2 was dedicated to the man- 
ufacture of collars exclusively. 
In 1905 still another harness and 
saddlery unit established, 
and two years later another new 
warehouse was built. 

Climaxing a half century of 
growth a new home was com- 
pleted in 1909. This building, 
of and 
has six and one-half acres of floor 
space, while an additional four 
acres of floor space is provided 
by factory buildings. Then in 
1916 a six-story warehouse was 


made 
Following a fire 
the entire block 


business 


business 


business, 


was 


seven stories 
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basement, | 


| 





WM. M. WYETH 





J. A. WARNER 


completed, providing two more 
acres of floor space. Thus, the 


company now utilizes a total of | 


twelve and one-half acres of floor 
space. 

Present and future plans of 
the company point to still further 
progress. A new general catalog, 
for which $25,000 was appropri- 


ated, was issued this year. It has | 


1200 pages illustrating and de- 
scribing some 40,000 items regu- 
larly carried in stock. Frequent 


price lists are being issued to | 


| apply to the new catalog. Wyeth 


buyers, under a plan begun in 
1932, and found to be helpful to 
both the firm and its dealer cus- 


| 


tomers, will visit merchants regu- 
larly. During the past two years 
sales of the company’s 





L. M. PINKSTON 





JOHN WYETH 


Seal” harness and horse collars 
have shown an increase of 400 
per cent. To take care of fu- 
ture orders booked for this sea- 
son 52 employees of the harness 
factory worked every day in 1933, 
and a larger force has been em- 
ployed this year. 

Officers of the company are: 
President, William M. 
first grandson of the founder; 
vice-president, John Wyeth, sec- 
ond grandson of the founder; 
treasurer, J. A. Warner, 


Wyeth, | 


who | 


joined the firm in 1885, and sec- | 
retary and general manager, L. | 
M. Pinkston, who has been with | 


the company for 20 years. 


“Red | 





Norvell Book Wanted 
Reader Offers $1.50 


A reader of HARDWARE AGE 
offers $1.50 for a copy of 
Saunders Norvell’s book 
“Forty Years of Hardware,” 
if in good condition. This 
book was published serially 
in HarpwarE AGE several 
years ago and later brought 
forth in book form. Due to 
the popularity of the book, 
the publishers have sold all 
available copies. Any reader 
having an extra copy willing 
to release it for the amount 
mentioned will please advise 
the Harpware AcE Editorial 
Dept., 239 West 39 St., New 
York City. Do not mail the 
book until requested to do so. 














APPROVES SHEET METAL 
DISTRIBUTORS’ CODE 
Effective Aug. 6, the NRA has 


approved a supplemental code 
for the sheet metal distributing 
trade. 

Approval of the supplemental 
code was given subject to a con- 
dition that its provision relating 
to selling below cost be deleted 
and that there be substituted for 
it the new standardized provision 
that sales may not be made be- 
low the seller’s net invoice cost 
plus transportation charges to 
seller’s warehouse. Further pro- 
vision is made that the admin- 
istrator may fix a basis for de- 
termining the minimum price for 
products for a stated period to 
meet any emergency growing out 
of destructive price cutting. 

The divisional code authority 
will be made up of 15 members 
and given the usual administra- 
tive powers. The trade practice 
rules, supplementing those of the 
general code, are designed to 
govern conditions peculiar to the 
sheet metal distributing trade. 

The $14 and $15 wage mini- 
mum and the 40-hr. maximum 
week established by the basic 
code have been accepted. 

According to information sup- 
plied by members of the trade, 
there are now 185 concerns en- 
gaged in the trade. The sales in 
1933 amounted to $22,000,000 as 
against $38,000,000 in 1929. The 
number of employees in 1929 
was 5000 but in 1933 it dropped 
to 4500. 
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EDISON G. E. APPLIANCE | The Chicago district has been | WICKWIRE SPENCER STEEL CO. APPOINTS JENKINS 
inted MAKES EXECUTIVE | slightly extended to embrace the AND STOUT, DISTRICT SALES MANAGERS 
1.50 CHANGES St. Louis area, which previously Wickwire Spenc : : . 

a | hes heen o pert of the Kanses _Wickwire Spencer Steel Co..| as assistant sales manager of the 
— The Edison General Electric cn ses 6 OS en New York City, has announced | mechanical specialties sales de- 
me a \ppliance Co., Inc., Chicago, Iil., | saath: ‘anliaindiiaee the promotion of two sales execu- | partment followed that practical 
a through its president, Geo. A. Myron S, Sadho ae tives. Edwin C. Stout has been | training, then a period of active 
Iware,” — beigprseanagnied several heen sating district iaemnee in appointed sales manager of the | road sales work and for the past 
This ges in representation and | the New York territory, has been 
wuitale executive direction, most of these | named to the district manager- 
feral affecting sales territories. | ship permanently. This district 
venahe August Jaeger, former manager | 
ie the of the Hotpoint Appliance di- 
bail. vision, who had been regional 
Jd all director of the Electric Cookery 
pred a Council until very recently has 
villing returned to the Hotpoint organ- 
peter ization, and has been appointed 
oiaien assistant general sales manager. 
‘torial Mr. Jaeger succeeds Harold D. 
Conklin, who has been assistant 
"4 ed to general sales manager, Pierre 

L. Miles. Mr. Conklin has been 
do so. chosen to direct sales in the Los 

Angeles territory, and will be as- 

sisted by the present district 
IETAL managers, Clyde Allen, San 
DDE Francisco, and C. N. Willard, 

RA has Los Angeles. The two districts 
il code are now merged into one under an oes PERCY JENKINS 
-ibuting Mr. Conklin, with Mr. Allen and 

Mr. Willard continuing their eastern district sales department year he served as acting sales 
pmental territorial activities. | A. H. JAEGER of Wickwire Spencer, with offices | manager of the eastern district, 
: i eau A new territory has been cre- | , at 41 E. 42 St., New York City. | with offices in New York. 
relating ated by dividing the former Chi- | extends from the _ northern Mr. Stout’s experience in steel 
deleted cago territory into two sections, | boundary of New York south- | Covers more than a quarter of a 
sod ter providing for a territory having | ward along the Atlantic seaboard | century. Starting in the steel 
Se Minneapolis as headquarters.| to the lower boundary line of | business in 1908 as a clerk, which DOMINION ELECTRICAL 
ade be- This territory will be under the | Virginia. | job he held until 1914, he then ACQUIRES NEW PLANT 
ce eval a of David C. Marble, became an assistant sales man- Dominion Electrical Mfg. Co., 
ges to — oe manager, who has , ager, contacting the hardware, Minneapolis, Minn., manufac- 
er pro- veen in that district for some A fire recently seriously dam- manufacturing, building and con- | tyrers of electrical heating appli- 
site time. Otto P. Hondlik and Don- | aged the Neely Hardware Store | tracting trades. ances and other electric appli- 
for de- ald Irvine will assist Mr. Marble. | at Red Key, Ind. In 1920 Mr. Stout joined Wick- pn has acquired a new po 
‘ice for | wire Spencer as representative | . oa . ee 
iod to | of all products, covering the state ye Menatein, — pone 

HARDWARE GOLF ASSN. TOURNAMENT TO BE HELD : A manufacturing operations will be 


ing out 





AT EXCELSIOR SPRINGS, MO., SEPT. 20-22 








of Ohio, and in 1924 became sales 


manager of the springs and spe- 


moved. The Mansfield plant, has 


1g. 
thority R. A. Sundvahl, Corbin Screw | cialties division at New York. a floor space of 90,000 square 
embers Corp., secretary-treasurer, Hard. | He brings to the job of sales feet, and the company will be 
inistra- ware Golf Association, 321 W. manager of the eastern district | much nearer its source of sup- 
ractice Randolph St., Chicago, IIl., has sales department a wide and __ plies in the new quarters. 
of the announced that the ninth annual varied experience. The company was incorporated 
1ed to golf tournament will be held at | Percy Jenkins has been ap-| in 1921 and in 1927 had to seck 
to the Excelsior Springs, Mo., Septem- pointed New England district | larger quarters. In 1931 the com- 
‘ade. ber 20, 21 and 22. Membership | sales manager of Wickwire Spen- | pany bought the business of the 
mini- applications have been mailed by cer with offices at 80 Webster St.. | Flectrahot Mfg. Co., Minneapolis, 
ximum the ar wgpassids office. | Worcester, Mass. . Minn., a company which previous 
basic As in previous years the mem- | Mr. Jenkins . . . New England | |, jhat time made electrical ap- 
bership fee is $3.00 for each in- born, . . . graduated from Har- : 
n sup- dividual, fees collected going to | vard in 1924, where followers of pliances. Later the same — 
going : ; 
trade, defray expenses and buy tourna- | | athletics remember him as one the company acquired the Majes- 
ns en- ment prizes. of the very few Harvard 3-letter tic Electric Appliance Co., San 
ales in Frank E. Harwi, A. J. Harwi | | men. For several years there- Francisco, Calif. Both of these 
D00 as Hardware Co., Wichita, Kan., is | after direct mill experience in the | companies are now operated as 
. The president of the association and | | company’s Massachusetts plants subsidiary companies. Sales of- 
1929 Walter B. Dodge, Yale & Towne gave him an intimate knowledge | fices are located in thirteen cities 
ropped Mfg. Co., Stamford, Conn., is | | of the organization’s manufactur- | in the United States and two 
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vice-president. 
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R. A. SUNDVAHL 


ing operations. His appointment 


Canadian cities. 








SPANGLER HEADS SALES 
FOR NATIONAL CARBON 


John M. Spangler has been 
made general sales manager of 
National Carbon Co., Inc., New 
York City. He joined the com- 
pany in 1915 prior to which he 
was with the signal department 
of the New York Central Rail- 
road. Starting as a salesman in 
the National Carbon Co. railroad 
department he became manager 
of the railroad division at Cleve- 





JOHN M. SPANGLER 
land three years later. In 1923 
he went to Chicago to direct 


western division sales, later be- 
coming manager of the division. 
In 1930 he was sent to New York 
to manage the eastern division. 
Later he joined the general sales 
division and was made assistant 
general sales manager a year ago. 


HOFFMAN MFG. CO. BUYS 

TRAV-LER MFG. CO. 

Harold J. Wrape, president, 
The Benwood-Linze Co., St. 
Louis, Mo., has announced that 
he and his associates have dis- 
posed of the Trav-Ler Mfg. Co. 
to Max Hoffman, Hoffman Mfg. 
Co., 1400 S. Michigan Blvd., Chi- 
cago, Ill. The business of the 
Trav-Ler company will hereafter 
be conducted from the Chicago 
address. 


ACQUIRES BUSINESS OF 
TRUPAR MFG. CO. 


Dallas E. Winslow, president, 
Winslow-Baker-Meyering Corp., 
Fisher Bldg., Detroit, Mich., has 
announced that his company has 
acquired the assets of the Trupar 
Mfg. Co., Dayton, Ohio, manu- 
facturers of Mayflower refrigera- 
tion and air-conditioning equip- 
ment, from the trustee, E. P. 
Larsh. The Trupar company was 
operating in trusteeship for sev- 
eral weeks. Trupar distribution 
will be continued through chan- 
nels established by the former 
management. The sale of assets 
included the electric pump and 
water softener as well as the air- 
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| conditioning 


divisions of the 
company. 

No major change in operating 
personnel of Trupar Mfg. Co. is 
contemplated at the present time 
with the exception that a new 
general manager will later be 
appointed. Other subsidiaries of 
Winslow-Baker-Meyering Corp. 
in the refrigeration field include: 


Copeland Refrigeration Corp.. 
Mt. Clemens, Mich., and Zero- 
zone Refrigeration Corp., Chi- 
cago. 


THE MERCHANDISE MART 
HOLDING BIG MARKETS 


Nearly four hundred manufac- 
turers and distributors are par- 


ticipating in the Housefurnish- 
ings and Electric Appliance 
Market, and The Glassware, 


China, and Pottery Market, being 
concurrently held in the Mer- 
chandise Mart, Chicago, July 30 
to Aug. 1l. E. G. Wellin, sales 
promotion manager of the Mart 
predicts that this will be the great- 
est buying festival ever conduct- 
ed by the industries represented. 

The Chicago Gift Show was 
also held at the same time, and 
than 200 manufacturers 
and distributors took part in 
that market, bringing the total 
number of lines in three 
industries far above any previous 
high point. 

“The Kooler”—a room breezily 
decorated with iron bars 
chains to bear out its name, and 
where sandwiches and beer were 
served to buyers from 1 to 5 


more 


these 


p. m. daily, proved to be so pop- | 
| ular at the Furniture and Lamp 


Market that the Housefurnish- 
ings and Electrical Appliance | 
Group in cooperation with the 


Glassware, China and Pottery 
exhibitors, have made a similar 
room available for their buyers. 


JOBBERS TO HANDLE 
WOOD WIZARD TOOLS 


The Herberts Machinery Co., 
Ltd., 2929 Santa Fe Ave., Los 
Angeles, Cal., manufacturer of 
the “Wood Wizard” line of power 
tools and accessories, has adopted 
a new sales policy, under which 
distribution 


through the  wholesaler-retailer 
channel. 
The line includes sizes and 


types of electrically driven wood- 


working tools suitable for both | 


home workshop and professional 
Although the tools have 
been on the market for 
years, they have heretofore been 
distributed by a mail order con- 
cern, under special trade names. 


use. 
several 


Items embraced by the line | 


are: two sizes of jig saws; two 
sizes of circular saws; six sizes 


and types of lathes; two types | 


of band saws; a jointer-planer; 
two sizes of shapers; a combina- 


| Co. St 


and 


will be exclusively | 


tion belt and disc sander; single 
phase electric motors; small 
polishers and grinders, and a 
wide range of accessories and 
pulleys. 

Since the new sales policy has 
been effective jobbing connec- 
tions have been established with 
the following hardware whole- 
salers: Baker, Hamilton & Pa- 
cific Co., San Francisco, Cal.; 
Salt Lake Hardware Co., Salt 
Lake City, Utah; Seattle Hard- 
ware Co., Seattle, | Wash.; 
Janney-Semple-Hill & Co., Min- 
neapolis, Minn.; The 
Worthington Co., 
Ohio; Hibbard, Spencer, Bartlett 
& Co., Chicago, Ill.; Van Camp 


Hardware & Iron Co., Indianap- | 


olis, Ind.; Shapleigh Hardware 
Louis, Mo.; Marshall- 
Wells Co., Spokane, Wash.; Mar- 
shall-Wells Co., Portland; Hen- 
drie & Bolthoff Co., Denver: 
Huey & Philp Hardware Co., 
Dallas and Fort Worth, Tex,; 
Supplee-Biddle Hardware Co., 
Philadelphia, Pa.; Bigelow 
& Dowse Co., Boston, Mass.; 
Masback Hardware Co., New 
York, N. Y.; Union Hardware & 


| Metal Co., Los Angeles, Cal.; 


Arizona Hardware Co., Phoenix, 
Ariz.; Zork Hardware Co., El 
Paso, Tex., and F. P. May Hard- 
ware Co., Washington, D. C. 


VONNEGUT HARDWARE 
HAS OIL BURNER 
MANAGER 

Vonnegut Hardware Co., In- 
dianapolis, Ind., has appointed 
Carroll J. Sherman as sales man- 
ager of its oil-burning equipment 
department. Mr. 


a manual training high school in 
1908 and 1909 and for eleven 
and a half years taught manual 
training subjects in public 
schools in Houston, Tex. From 


1925 to 1933 he manufactured 
and marketed the Sherman oil 
burner. 


KELVINATOR NAMES NEW 
ASSISTANT SALES MGR. 
The appointment of H. E. 
Markland as assistant domestic 

sales manager for the Kelvinator 

Sales Corp., Detroit, Mich., is 

announced by R. I. Petrie, the 

corporation’s domestic sales man- 
ager. 
Mr. Markland has been with 

Kelvinator for more than eight 

years, having served as district 


manager, regional manager, 
branch manager, and_ special 
sales representative. Previously, 


he was sales manager for the 
Colorado Toy Co., New York 
City, and still later was vice- 
president and sales manager of 
the Detroit 
Detroit, Mich. 


George | 
Cleveland, | 


Sherman was | 
| an assistant forging teacher in 


Flag & Mfg. Co., | 


RENAME PRATT PRES.., 
SOUTHINGTON 
HARDWARE 


James H. Pratt was recently 
reelected president of the South- 
ington Hardware Co., Southing- 
ton, Conn. at the annual meet- 
ing. Other officers are: vice- 
president, Winfield P. E. Vier- 
ing, Hartford; William E. Smith, 
Plantsville, secretary and _trea- 
surer; Earle B. Atwater, as- 
sistant secretary, and Perry J. 
Demund, assistant treasurer. The 
following directors were elected: 
Mr. Pratt, Edwin S. Todd, 
Charles E. Smith, Bradley H. 
Barnes, Dewey S. Blakeslee, Mr. 
Viering and William E. Smith. 

A dividend of 25 cents per 
share was voted by the directors. 
Reports indicated that the com- 
pany showed a slight gain over 
the previous year. 


BOOSTERS ENJOY 
DEEP SEA OUTING 


Thirty-seven members of the 
New York Hardware Boosters, 
and their friends had a Dutch 
Treat Outing on July 18, at Mon- 
tauk Point, situated at the 
southerly tip of Long Island, and 
an ideal spot for deep sea fish- 
ing, as well as for other outdoor 
sports. The round trip was made 
in a special car attached to ex- 
cursion trains of the Long Island 
Railroad. 

Two deep sea fishing boats 
were chartered by 27 members 
of the party, and not an angler 
returned empty handed. The 
boats left their docks at noon, 
returning at dusk. Everyone on 
board caught from 2 to 10 fish, 
including fluke, black fish, sea 
bass, and a dog shark. 

On one boat, the prize for the 
largest fish taken was won by 
Roy Schmidt, New York repre- 
sentative of the Stanley Works, 


| New Britain, Conn., while on the 


other boat, the prize was won by 
Charles Aide, a friend of Arthur 
Shimell, A. Shimell & Co., re- 
tail hardware, 414 W. Broadway, 
New York City. Edward S. Nor- 
vell, manager, New York City 
branch, Atkins & Co., Indianap- 
olis, Ind., caught the first fish on 
one boat. Those who did not care 
to fish enjoyed bathing, golfing, 
hiking, etc. 

Such a good time was had by 
all, that it was generally agreed 
that the event should be made 
an annual affair. Arrangements 
were in charge of a committee 
headed by Roy Schmidt, assisted 
by Oscar Watts, secretary of the 
Hardware Boosters and New 
York representative for E. C. At- 
kins & Co., and Charles Pincus. 
New York representative for the 
Stanley Rule & Level Plant. 
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OGDEN HEADS BRANCH 

OF ‘COLUMBIAN ROPE 

W. V. Hawkins 
quished 
New York City 
Columbian Rope Co., 
N. Y., to E. J. Ogden. 


has 





E. J. OGDEN 


Rope sales organization in 1906, 
became manager of the Chicago 
branch in 1911 and in 1917 was 


relin- 
active control of the 
office of the 
Auburn, 
Mr. Haw- | 
kins, who joined the Columbian 


| appointed manager of the New | 
He will continue 
with the company in an advisory 


York branch. 


| Capacity. 


| Mr. Ogden, the new manager 
| of the New York City branch, 
| joined that office fourteen years 
ago after an extensive training 
| period of several years at the 





W. V. HAWKINS 


| company’s mills in Auburn. He 
| 


| is well acquainted with the trade 
|in New York City and vicinity. 





TOWNLEY HARDWARE CO. 
“STAFF HOLDS OUTING 


More than 250 people attended | 


the annual picnic of the Town- 
ley Metal & Hardware Co., Kan- 
sas City, Mo., wholesale distribu- 
tors, held recently at Wildwood 
Lakes. A program comprising 
games, swimming and dancing 
was arranged by a house commit- 


tee headed by J. L. Mitchell, who | 


has been with the company for 
thirty years. 

The picnic started early in the 
afternoon and the program con- 
tinued till midnight. 


QUAKER ASSN. HEARS 
TALK ON ADVERTISING 
D. J. Spieldock, 
| Quaker Hardware Stores 


president, 


Asso- | 


| ciation, Inc., told members of the 


| group of the benefits of coopera- 
| tive dealer advertising, at a re- 
| cent meeting held in the Phila- 
|delphia Savings Fund Bldg., 
| Philadelphia. L. Appleton is 
| secretary of the group, F. E. 
Shemmpp is treasurer, and Stan- 
\ley Oppenheimer is director of 
| the cooperative newspaper adver- 
| tising being sponsored by the 
group. 





NRA GRANTS DEALERS TEMPORARY EXEMPTION 
ON CONSECUTIVE HOURS REGULATIONS FOR 
INVENTORY TAKING—TERMINATING AUG. 31 


(From Our Washington Bureau) 


Acting upon a request of the | 


National Retail Code Authority, 
the NRA has ordered a tempo- 
rary exemption of all retailers 
from the consecutive hours pro- 
vision of the code for the pur- 


pose of taking inventories. The | 


exemption is intended to apply 
only in peak-period weeks and 
will terminate Aug. 31. It is 
identical to that granted in Janu- 


ary to meet the situation arising | 


from the taking of inventories in 
January and February. 
Under the terms of the admin- 


istrative order, retailers are per- | 
mitted “for the purpose of taking | 


inventory only,” to work espe- 
cially skilled employees any num- 
ber of hours or any days in the 
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| week or weeks selected as peak- 
period-weeks without regard to 
the code’s consecutive hours pro- 
vision. It is provided, however, 
that the maximum weekly em- 
ployee-hours permitted by the 
code for such peak-period weeks 
shall not be exceeded and that 
time and one-half shall be paid 
for any hours worked in excess 
of the maximum daily hours per- 


mitted. 

The National Retail Code Au- 
thority filed the application for 
the exemption at the request of 
the National Comptrollers’ Con- 
gress of the National Retail Dry 
Goods Association and numerous 
individual retailers throughout 
the country. 





| 


FALSE ALUMINUM PROPAGANDA STOPPED 
BY FEDERAL TRADE COMMISSION 


The Federal Trade Commis- 
sion has just issued a cease and | 
desist order upon a_ crockery 
canvassing concern which 
spreading false information re- 
garding aluminum in order to 
help sell its own ware. 

The order further restrains the | 
respondent from representing to | 
purchasers that his products are | 
proof against chipping or crazing 
when such is not the fact. 

While aluminum has always 
had the complete endorsement of | 
leading medical and_ scientific ' 





was | 


authorities for its wholesome 
properties, there have in the past 
been certain firms and _ individ- 
uals who have circulated false 
propaganda to further their own 
interests. 

The Federal Trade 
sion’s cease and desist order re- 
leased under stipulation 1155 is 
welcome news to all distributors 
of aluminum ware. It sets a 


Commis- 


| precedent that will stop a con- 


tinuance of any derogatory 
aluminum propaganda from other 


sources, 





JACOBSON HEADS IOWA 
ASSOCIATED RETAILERS 


Philip R. Jacobson, secretary 
of the Iowa association has been 
elected president of the Associat- 
ed Retailers of Iowa a group 
formed to encourage cooperative 
efforts. The purpose of the or- | 





PHILIP R. JACOBSON 


ganization is “to secure the adop- 
tion by members of regulations | 
as may be conducive to their 
benefit and the benefit of the 
public generally; to adopt sacked 
measures and means as will tend | 
to build up trade; to secure state, | 
municipal and national legisla- 
tion just and equitable to the 
interests of lowa retailers, and to 
oppose such legislation as would | 
prove detrimental to their wel- 
fare.” 


2800 BUYERS ATTEND 
HOUSEFURNISHINGS 
SHOW 


More than 2800 buyers regis- 
tered at the New York Housefur- 
nishing Show, held July 29 to 
Aug. 4 at the Hotel Pennsylvania, 
New York City, under the direc- 
tion of the New York House- 
Manufacturers Associa- 
tion. Mrs. Flo English, secretary 
of the association, reports that 
exhibitors were well pleased with 
the results of the show and that 
many have already signified their 


wares 


intention of engaging larger 
space at the next show. There 
were more than 380 manufac- 


turers and manufacturers’ agents 
represented at the show, occu- 
pying three floors of the Hotel 
Pennsylvania. 

Syndicate buyers’ meetings 
were held July 31 and Aug. 1. 
The evening of Aug. 2 the asso- 


| ciation sponsored a sail up the 


Hudson River. Aug. 3 The 
Housewares Club of New York 
held a “Stag Night” and a 
“Ladies’ Night,” refreshments 
being served at both events. 
Walter Beh, Beh & Co., Inc., 
is president of the association; 
Stanley T. Williams, The Voll- 
rath Co., Sheboygan, Wis., is 
vice-president, and A. A. Ber- 
nardine, National Enameling & 
Stamping Co., Milwaukee, Wis., 
is treasurer. Mrs. Flo English, 
Hotel Pennsylvania, New York 
City, is secretary of the associa- 


! tion. 





RUBEROID CO. MOVES 
NEW YORK OFFICES 


The Ruberoid Co. has moved 
the executive and sales offices of 
its New York division from 95 
Madison Avenue, to 500 Fifth 
Avenue, corner 42nd Street, New | 
York City. Longacre 5-5030 is | 
the new phone number. 


C. A. Turnquist and Maynard | 
Skogland have incorporated the 
Geneva Hardware Co. 316 W. 
State St., Geneva, IIl. 


S. H. RICHARDS ON 
EUROPEAN TOUR 
S. Hastings Richards, vice- 
president, Richards & Conover 
Hardware Co., Kansas City, Mo., 
wholesale distributors, is now 
touring central Europe with his 
wife and daughter. Mr. Richards 
took his motor car with him and 
plans to spend the greater part 
of the summer in Switzerland. 
He and his family will go from 
Switzerland to Naples, Italy, 
from which city they sail for 
home on Oct. 30. 
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W. B. RICHARDS WILL 
CELEBRATE FIFTIETH 
WEDDING ANNIVERSARY 
W. B. Richards, 
Richards & Conover 


president, 
Hardware 


Co., Kansas City, Mo., wholesale 





W. B. RICHARDS 


hardware distributors, will cele- 
brate his fiftieth wedding anni- 
versary September 10, at Owego. 
N. Y., where he was married. Mr. 
and Mrs. Richards met each 
other while she was on a vaca- 
tion in Leavenworth, Kan. 

Mr. Richards jo:ned the com- 
pany at the age of 21 and has 
been associated with it fifty-three 
years. 


NEW SALES MANAGER 
FOR SETH THOMAS CO. 


J. M. Van Deventer has been 
named general sales manager of 
the Seth Thomas Clock Co., 
Thomaston, Conn., succeeding T. 


j. &. 


Brown, who has resigned. 


Mr. Brown will shortly establish | 


manufacturers’ 
agent in New York City. Paul 
Gaston Darrot, formerly in charge 
of special movement sales, is now 
designer for the General Time 
Instruments Corp., in which he 
will do the designing for its sub- 
sidiaries, Western Clock Co., La 
Salle, Ill., and the Seth Thomas 
company. 

E. J. Sturtevant is sales man- 
ager of the tower clock depart- 
ment. ; 

D. B. MANNING JOINS 

Cc. O. JELIFF MFG. CO. 

D. B. Manning, who has been 
active in the wire cloth industry 
for twenty years, has joined the 


business as a 


C. O. Jeliff Mfg. Co., South- 
port, Conn., to promote wire 
cloth and window screen 


cloth sales in the hardware trade. 
The company had previously 
made wire cloth for sale to in- 
dustrial consumers, but is now 
selling to the retail and whole- 
sale hardware trade. 

Mr. Manning was for 
years a salesman for Wickwire 


some 
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Spencer Steel Co., Inc., New 
York City, prior to which he was 
with the former U. T. Hunger- 
ford Brass & Copper Co. 


WOOD SHOVEL & TOOL 
OPENS CHICAGO OFFICE 


The Wood Shovel & Tool Co., 
Piqua, Ohio, opened on August 


| 15 a branch office in the Tribune 


Tower, Chicago, IIL, to serve 





NORBERT T. JACOBS 


more effectively the Middle West 
trade. Norbert T. Jacobs, 
who is well known to the trade 
and who has had many years of 
experience in the shovel and tool 
business will be in charge of the 
new branch. 

The company is adding some 
lines, which will 


ern 


new soon be 
available. 

BRISTOL-MYERS CO. BUYS 
RUBBERSET COMPANIES 


The Bristol-Myers Co., manu- 


| rubber tires. 


| 
| 


facturing chemists, 75 West St., 


New York City, has purchased 
for cash the entire outstanding 
capital stock of the Rubber & 
Celluloid Products Co. 
company, with its subsidiaries, 
Rubberset Co., of New York, and 
Rubberset Co., Ltd., of Canada, 
is one of the oldest and largest 
manufacturers of paint, shaving, 


| toilet and other brushes. 


The company was founded by 
Andrew Albright and incorpor- 
ated in 1874 by special act of 
the New Jersey Legislature. Its 
two factories are at Newark, 
N. J., and Gravenhurst, Canada. 


DAYTON DEALER GROUP 
HOLDS ANNUAL OUTING 


More than ninety dealers, their 
employees and sales representa- 
tives calling on them attended 
the annual outing of the Dayton 
Retail Hardware Dealers Asso- 


This | 


| City territory. 


ciation, Dayton, Ohio, held re- | 


cently at McCrabb’s Park. Base- 
ball games, horseshoe pitching 


and card games were on the pro- | 


gram. Luncheon was served at 
noon and a chicken dinner was 


enjoyed in the evening. A ma- 
gician entertained the dealers 


and their friends. 

Joe Seitz, chairman of the pic- 
nic committee, Wallace Jones 
and Charles Deppner presented 
H. W. Lehman, president of the 


| association, with a bouquet. 


CORDES MARSHALS 
FARMERS’ DAY PARADE 


W. H. Cordes, advertising man- 
ager, American Steel & Wire Co., 
Chicago, Ill., was grand marshal 
of the National Farm 
Week parade, held on Michigan 
Blvd., Chicago, August 1]. Or- 
ganized with the cooperation of 
leading concessionaires and ex- 
hibitors of the Century of Prog- 
ress Exposition, the parade was 
one of the features of Farm 
Week celebrated at the exposi- | 
tion from August 11 to August 18. | 

The parade included interest- 
ing floats and_ entertainingly 
costumed performers and many | 
things of interest to farm people | 
and interested in farms. 
Tractors and mowing machines 
ran under their own power on | 
To encourage at- 


second 


those 


tendance during Farm Week, 
railroads, bus lines and other | 


transportation companies offered | 
low round-trip rates. 


WATTS-MOREHOUSE CO. | 
ENTERS KITCHENWARES 
FIELD; NAMES AGENTS 


Watts-Morehouse Mfg. Corp., | 
Jackson, Mich., manufacturers of | 
automotive accessories, has en- 
tered the kitchenwares field with 
a line which will be ready for 
delivery early in September. The | 
company has announced several 
representatives to handle the line.‘ 
H. M. Demarest, New York City, 
covers the territory embracing 
New York and New Jersey, 
excepting New York City. Roy 
Price is handling the New York | 
C. Fred Austin, 
Detroit, is covering Michigan and | 
Ohio. E. A. Vandy, Chicago, has 
the Chicago and Milwaukee ter- 
ritory and William H. Maxwell, 
Philadelphia, represents the line | 
in eastern Pennsylvania. 

George W. Stallings, secretary 
of the company, is in charge of 
engineering and sales. 


TOMLIN REPRESENTS 
BELKNAP HARDWARE 


W. J. Tomlin is now repre- 
senting the Belknap Hardware & 
Mfg. Co., Louisville, Ky., whole- 
sale hardware distributors in | 
Washington, D. C., and vicinity. 
Mr. Tomlin was for many years 
with Supplee-Biddle Hardware | 
Co., PhiladelpHf&, Pa., wholesale | 


hardware distributors. 


| 


KEYSTONE DISTRIBUTES 
“RED TOP” STEEL POSTS 

The Keystone Steel & Wire 
Co., Peoria, Ill., has taken over 
the exclusive distribution of 
“Red Top” steel posts made by 


Red Top Steel Post Co. The 
sales organization of Keystone 
Steel & Wire Co. is now dis- 


tributing “Red Top” steel posts, 
the “Red Top” sales organization 
having been merged with that of 
the Keystone company. 

The merger of sales organiza- 
tions will not interfere with the 
manufacture and sale of the regu- 
lar line of Keystone steel posts 
identified by the aluminum stripe. 

Brooke Anderson, for many 
years president of the Red Top 
Steel Post Co., will be connected 
with Keystone in charge of its 
Chicago office. 


WHOLESALE HOUSE HAS 
STOCKTON, CAL., BRANCH 


Baker, Hamilton & Pacific Co., 
San Francisco, Calif., wholesale 
hardware distributor, has leased 
warehouse space in the Overland 
Transfer Stockton, Calif., 
quarters. A complete stock of 
wire products, wrought steel pipe 
and flat and corrugated galva- 


Co., 


nized sheets will be carried at 
the Stockton warehouse from 
which point orders originating 


in that territory will be filled. 


McCLOSKEY VARNISH CO. 
BUILDS BRANCH PLANT 


McCloskey Varnish Co., Phil- 
adelphia, Pa., has announced 
that the McCloskey Varnish Co. 
of the West is erecting on Slau- 
son Ave., Los Angeles, Cal., a 
varnish factory. The new plant 
will have storage facilities for 
approximately 75,000 gallons of 
varnish. 

E. R. Edgeworth is president 
of McCloskey Varnish Co. of the 
West, P. M. Waldron is vice- 
president and technical director, 
C. Fred Rau is treasurer, and 
William H. Jarden, Jr., is chair- 
man of the board. Other direc- 
tors are Joseph Olson and H. B. 
Almond. 


UNCLE SAM HELPS 
CLEAN UP AND PAINT UP 


The district offices of the 


| United States Employment Ser- 


vice of the U. S. Department of 
Labor, in many parts of the 
country, are cooperating whole- 
heartedly with the National 
Clean Up and Paint Up Cam- 
paign Bureau, Washington, D. C., 
by sponsoring and conducting 
Clean Up and Paint Up Cam- 
paigns in their respective sec- 


| tions. 


HARDWARE AGE 
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HOME REPAIRS, ETC. 
SUBJECT OF NEW BOOK | 

Under the title of “First Aid | 
For the Ailing House,” Roger B. | 
Whitman has written a_ new | 
hook, which will prove helpful 
to hardware merchants seeking 
to serve home owner patrons 
more effectively. The book an- 
swers most of the perplexing 
problems arising when home 
owners are anxious to maintain 
their dwellings and  appurte- 
nances in a good state of repair, | 
The volume, of 320 pages, is di- | 
vided into twenty chapters, each | 
of which deals with closely re- | 
lated topics. Forty-six special | 
sketches are used to illustrate 
certain points, which otherwise | 
might be confusing to the handy | 
man, 

The author conducts a column 
in the New York Sun having the | 
same title that 


the book bears. | 
More than 6,000 home owners | 
have written to Mr. Whitman’s 
column for advice on the wide 
variety of odd jobs the average 
home owning handy man must 
attempt at one time or another. 
These questions have formed the | 
basis for the useful handbook. 
In describing the various projects 
explained in the volume, the 
author frequently points out that 
the special tools or materials, as | 
required for nearly all of the 
tasks, can be procured at a hard- | 
ware store. The book is priced 
at $2 per copy and is published 
by Whittlesey House, McGraw- 
Hill Book Co., 330 W. 42nd St.. 
New York City. 


FAIRBANKS, MORSE & CO. 
UNIT NAME IS CHANGED 
Fairbanks, Morse & Co., Chi- 


cago, I'l., recently announced 
that the name of its wholly- 
owned subsidiary, the Audiola 


Radio Co., has been changed to 
Fairbanks-Morse Home Appli- 
ances, Inc. The change in cor- 
porate name was made so the 
name of the subsidiary company 
would more suitably and ac- 
curately indicate the close affili- 
ation of the subsidiary company | 
with the senior organization. S. 
T. Kiddoo, vice-president, trea- 
surer and director of the parent 
company, has been elected presi- 
dent and director of Fairbanks- 
Morse Home Appliances, Inc. 


Mortimer Frankel, general | 
manager, continues in direct 


charge of all activities of the 
subsidiary and is vice-president. | 
John W. Million, Jr., treasurer 
of the subsidiary, continues as | 
chief engineer and_ production 
manager. Addison Brown is sales 
manager. 

A 1935 refrigeration program 
is being developed. 
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CHARLES W. BOTWELL 


Charles W. Botwell, 82, who 
1888 had conducted a 


since 


N. Y., died at his home in that 


| hardware store in Fort Edward, | 


JOHN C. FISCHER 
John C. Fischer, 68, since 1885 
active in hardware retailing died 
recently in Ann Arbor, Mich.. 


| where he conducted a hardware 


city on July 12. At 15, he was | 


an accredited telegraph opera- 
tor, and as such, was on duty 
when news of the fall of Rich- 
mond, and the assassination of 
Abraham Lincoln came over the 
Later, for a number of 
years, he was an engineer on the 
Rutland Railroad. In 1876, he 
gave up railroading and came to 
Fort Edward as manager of the 
Bradley Opera House. In 1881, 


wires. 


| with two partners, he organized 


he went to New York City where. 


| as a telegraph operator, he han- 


dled the Associated Press wire 
for the New York Tribune and 
other newspapers. 

He returned to 


Fort Edward 


| in 1888, and purchased the hard- 


ware store then being operated 
by William H. Matthews, which 
he continued to conduct until his 
death. He had 
active part in everything which 
would way benefit 


taken a_ very 


in any his 
home town. In addition to hav- 
ing served as village president, 
he had also headed practically 
all of the local business and civic 
and was 


organizations, instru- 


mental in organizing the 


and constructed the Brantford | 
| Street Railway in Brantford, On- 
tario, Canada. Following this 


Fort | 


Edward Yacht Club, and the Bi- | 


cycle and Automobile Clubs. 


Saving and Loan Association, he 
was, at the time of his passing, 
serving as a director of that or- 
ganization. 

Mrs. Botwell and one daughter 


survive. 


ALFRED L, WALLACE 
Alfred Lindsey Wallace, 45, of 


| Having been one of the founders | 
of the Fort Edward-Hudson Falls | 


William Wallace & Sons, Chi- 
cago, Ill, died recently at his 
home in Long Lake, Ill. He was | 


engaged with his brother Robert 
Y. Wallace in the wholesale mill 
supplies business. His 
survives and continues the busi- 
ness which was founded in 1888. 


E. E. HOLLAND 


E. E. Holland, 60, manager of 
the hardware department of The 
Mutual Store, Mulberry, Fla., 


died recently from a heart at- | 


| old. 


tack. 


brother, | 


store. He became employed in 
a hardware store in 1885 and four 
years later bought a hardware 


business. In 1890 he acquired 











JOHN C. FISCHER 


the hardware store in which he 
had first worked and combined 
the two businesses the 
name John C. Fischer Hardware. 
He was president of the Michi- 


under 





OBITUARY 


| of the president of 


gan Retail Hardware Association | 


attended 


congresses, 


in 1918 and many of 
the NRHA Mr. 
Fischer was for three years presi- 
dent of the local chamber of com- 
merce and was a member of the 
local board of education. 


ALFRED ANDERSON 


Alfred Anderson, 42. 
for the Kellev-Duluth Hardware 
Co., wholesale hardware, St. 
Paul, Minn., died July 17 at the 
company’s garage, apparently a 
victim of carbon 
poisoning. Mr. Anderson resided 
at 1510 Seventh Ave., E.. St. 
Paul, and as a sergeant of the 


125th Field Artillery, had served 


a driver 


monoxide gas 


on the Mexican border, and the 
A.E.F. during the World War. 


Mrs. Anderson, two daughters 
his mother, three sisters and a 


| brother survive. 


ROBERT A. BROWN 


Robert A. Brown, super- 
intendent of the Plymouth Cord- 
age Co., Plymouth, Mass., died 
recently. He had been with the 
company since he was 11 years 


fd. 


* 








Cc. N. BARNES 


C. N. Barnes, 71, who was sec- 
retary of the North Dakota Re- 
tail Hardware Association, from 
its formation in 1897 until April, 
1933, when he retired because of 





BARNES 


Cc. N. 


poor health, died recently at his 
‘ . . * . 
summer home in Bemidji, Minn. 
He first became affiliated with 
the hardware trade in a 
store in Grand Forks, N. D., at 
the age of 19. 


retail 


HOWARD COONLEY, JR. 
Howard Coonley. Jr, 32, son 
the Wal- 
worth Mfg. Co., Boston, Mass., 
was drowned at Lake Sunapee, 
N. H.. June 23. Mr. Coonley, Jr., 
who was connected with the Wal- 
worth Buffalo, fell 
from a motorboat as he was try- 
ing to fix the steering gear. 


company in 


JOHN S. BROWN 
for 


George 


John S. Brown, 77, many 
years connected — with 
Brown Hardware Co., Knoxville. 
Tenn.. died recently at his home 
at Flat Rock, N. C. He sold his 
interest in the company and re- 


tired from active business. 


FEGUES 
Winona, 


NICHOLAS T. 
Nicholas T. 


Pegues, 


Miss.. hardware dealer, died re- 
cently following an emergency 


been in the 
hardware Winona 
with his brother, the late P. E. 
for later 
operating a branch store at Car- 
rollton, Miss. 


He had 


business in 


operation. 


Pegues, many years, 


R. W. HARRIS 
R. W. Harris, 73, for forty-four 
years a hardware dealer in Cum- 
by, Tex., died recently. 








F. J. SLAGLE 25 YEARS 
WITH F. P. MAY HDW. CO. 


Ferdinand J. Slagle celebrated 
on July 21 his 25th anniversary 
with the F. P. May Hardware 
Co., Washington, D. C. To com- 
memorate the event the May 





FERDINAND J. SLAGLE 


company presented him with a 
gold watch and chain. His fel- 
low employees presented him 


with an upholstered Cogswell 
chair. In addition he received 
many flowers, cards and _ tele- 
grams. 


Starting his career with the 
May company in the receiving 
department, he was moved from 
one department to another and 


in 1919 joined the local sales , 


force, calling on the automotive 
and garage trade. Mr. Slagle is 
well known to automotive acces- 
manufacturers, 
ers and dealers. 


sories 


N.R.A. CREATES 
APPEALS BOARD 


NRA created an Industrial Ap- 
peals Board on July 14. It is a 
forum for hearing all complaints 
against the operations of codes 
but particularly of small busi- 
nesses that the codes oppress or 
discriminate against them or 
favor monopolies. 

The new board is headed by 
Amos J. Peaslee, who has been 
acting as chief of the NRA Com- 
pliance Division. One of the 
other two members is John S. 
Clement, president of the San- | 
dura Co., Inc., Philadelphia, Pa., 
manufacturers of floor coverings. 
The third member is to be named 
shortly. Space in the Commerce 
Building, formerly occupied by 
the National Labor Board, will 
be temporarily used by the new 
unit, which is expected to meet 
for organization on Aug. 1. 

The board will be charged with 
responsibility of hearing certain | 
types of non-compliance cases 
and is expected to greatly stimu- 
late code adherence. It will func- ' 


56 


wholesal- 


tion in somewhat similar fashion | 


to the recently abolished National 
Compliance Board, making rec- 


ommendations for action by the | 


Administrator. In cases of com- 
plaints by small 
may recommend the granting of 
relief by exemptions, exceptions 


or modificat‘ons, and will be ade- 
insure | 


quately equipped to 
prompt disposition of the com- 
plaints referred to it. 


ROBERT MOORE JOINS 
OVERSEAS SALES GROUP 


Robert Moore, formerly with | 


Arkell & Douglas, Inc., in charge 
of its agency department, is now 
with Manufacturers Overseas 
Sales Co., and will take active 
charge of South African sales and 
development work in that mar- 
ket. 

Manufacturers Overseas Sales 
Co., which has New York offices 
at 115 Broad St., announces that 
it has effected an arrangement 
with Smith, Kirkpatrick & Co., 
Inc., which enables it to extend 
necessary credit terms to over- 
seas buyers, and make cash pay- 
ments in New York to its manu- 
facturers. 


L. W. BREVES AGENT 
FOR MURALO CO., INC. 


The Muralo Co., Inc., Staten 
Island, N. Y., has appointed 
Louis W. Breves, Cleveland, 
Ohio, as sales representative in 
Ohio and western Pennsylvania. 





LOCK NUT FIRM CHANGES 
ITS CORPORATE NAME 
A reorganization of the Gen- 

eral Automatic Lock Nut Corp. 

has been effected and its busi- 
ness will hereafter be conducted 
under the name of Automatic 

Nut Co., Inc., Chrysler Bldg., 

New Yerk City, according to an 

announcement by S. C. Dicker- 

hoff, Jr., vice-president and gen- 
eral manager. 


J. S. LONG JOINS DEVOE 
AS CHEMICAL DIRECTOR 


J. S. Long, professor of chem- 
istry at Lehigh University, has 
joined the staff of the Devoe & 
Raynolds Co., paint manufac- 
turers, New York City, and will 
serve as chemical director. 





IOWA ASSN. GROUP 
MEETS IN SIOUX CITY 


Fifty members of the Iowa Re- 
tail Hardware Association met 
recently at Sioux City at the West 
Hotel. S. M. Osgood, Hardware 
Retailer, Indianapolis, Ind., dis- 
cussed NRHA activities. P. R. 
Jacobson, Mason City, Iowa, sec- 
retary of the Iowa association, 
answered twenty-four questions 
on economic trends, NRA devel- 


businesses it | 


opments affecting retailers, sales 
tax, sales volume and competi- 
tion. 


IOWA DEALER NAMED 
SCRANTON POSTMASTER 


| O. L. Goodrich, Scranton, 
Iowa, hardware dealer, has been 
named postmaster at Scranton. 
The hardware business will con- 
tinue to operate under his name 
with Allen Mosier as manager. 
Mrs. Goodrich 

Mosier. 


RACETTE REPRESENTS 
FLEXIBLE BELT LACING 


Harold J. Racette has been 
appointed traveling representa- 
tive for the Flexible Steel Lac- 
ing Co., Chicago, Ill., in Iowa, 





HAROLD J. RACETTE 


| Missouri, Nebraska and Kansas. 
Mr. Racette, who has been asso- 
ciated with the company for the 
past twelve years in production 
work, will travel out of Kansas 
City, Mo. 


will assist Mr. | 


—BRIEFS= 


George Martin’s Hardware 
Store, Cave City, Ore., was re- 
cently destroyed by a fire which 
devastated the business section 
at that place. 





Eugene A., Charles E. and 
Martha E. Griswold have incor- 
porated the Griswold Hardware 





Co., 578 State St., Hammond, 
Ind. 
Wheeling’s Hardware Store, 


41 N. Baldwin Ave., Monrovia, 
Calif., has been purchased by 
S. W. Ellery and renamed the 
Ellery Hardware. 

Fire damage, amounting to ap- 
proximately $12,000, was re- 
cently suffered by the Robert 
Andrews Hardware and Depart- 
ment Store, Cascade Locks, Ore. 





Extensive alterations have been 
completed in the hardware store 
operated by Marburger Bros., 66 
S. Broadway, Peru, Ind., and the 
firm now has one of the most 
modern stores in that section of 
the State. 

E. G. Hansen, A. M. Elbert 
and T. T. Churchill have incor- 
porated the Northwestern Hard- 
ware Co. at Milwaukee, Wis. 

A new hardware store has 
been opened by Lowe & Son in 
the Mesa Vernon Market Build- 
ing, Los Angeles, Cal. 


Fire recently destroyed the 
hardware and grocery store oper 
ated by Mack Salzmann at Oak- 
ley, Cal. 


CRESTON, IOWA, HARDWARE DEALER ORDERS 
HALF CARLOAD OF ELECTRIC REFRIGERATORS 


Prior to the peak selling -ea- 
son for electric 
Creston Hardware Co., Creston, 
Iowa, a town of about 8000 popu- 
lation, ordered a half carload of 
electric refrigerators or twenty- 
five units. By aggressive sales 
methods the store disposed of 
seventeen units prior to April 1. 
Hobart Thomas, past president, 
Iowa Retail Hardware Associa- 
tion and a director of NRHA, is 


refrigerators, | 


manager and part owner of the 
store. 

Mr. Thomas gives much credit 
for the fine sales made on the 
line to his salesman, Harry 
Berien, who knows everybody in 
town, understands the product 
he is selling and knows how to 
sell it. 

The half carload shipment 
ordered by Creston Hardware 
Co. is shown in front of the store. 
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The next issue of the Catalog 
and Directory Number of Hard- 
ware Age will be published Sept. 
27, 1934. It is a condensed cata- 
log of manufacturers of hard- 
ware and kindred merchandise 
in one handy volume for ready 
reference. 


New Rocue.te, N. Y.: Who makes 
a glaziers’ tool used for driving 
diamond points?—A. J. Hoffman. 

ANSWER: W. H. Maze Co., Ince., 
Peru, III. 

* * * 

BETHLEHEM, Pa.: Furnish names 
and addresses of several manufacturers 
of tablet arm chairs for school use.— 
Krause Hardware Co. 

ANSWER: Waite Chair Co.,- Bald- 
winsville, Mass.; Haney School Furni- 
ture Co., Grand Rapids, Mich., and 
the Standard School Equipment Co., 
Siler City, N. C. 

* * * 

PasaADENA, CaL.: Who makes an 
electric fan that revolves in a full 
circle?—Pasadena Hardware. 

ANSWER: Savory, Inc., 591 Ferry 
Street. Newark, N. J. 

* *% * 


Gosuen, N. Y.: Who makes black- 
smiths’ leather aprons?—E. A. Hop- 
kins & Son. 

ANSWER Pick, Richard & Heller 
Co., 223 W. Lake Street, Chicago, III.; 
Graton & Knight Co., Worcester, Mass., 
and the Hudson Belting Co., 77 Beacon 
Street. Worcester, Mass. 

* * * 

MirriinsurG, Pa.: Furnish address 
of the Messinger Mfg. Co., makers of 
insecticide dusters.—Mifflinburg Hard- 
ware Co. 

ANSWER: Tatamy, Pa. 

* * * 


SHERIDAN, Wyo.: Where can we ob- 
tain nickel-plated horseshoe buckles in 
small sizes? Also advise who makes 
the Styloelectric pencil, as used for 
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tion or issue. 


leathercraft work.—The Sheridan Com- 
mercial Co. i 

ANSWER: (1) American’ Buckle 
Co., 424 Broadway, New York City. 
(2) Post Electric Co., 7 E. 44th Street, 
New York City. 


* * * 


Union City, N. J.: Where can re- 
pairs for an Otto Bernz gasoline blow 
torch be obtained?—Thomas Najarian 
Hardware. 

ANSWER: Otto Bernz Co., Inc., 
Rochester, N. Y. 


* * * 


Betmont, Miss.: Who makes the 
Keystone Sure Grip jar opener?— 
L. P. Allen & Son Hardware & Furni- 
ture Co. 

ANSWER: Keystone Brass & Rub- 
ber Co., 811 Chestnut Street, Philadel- 
phia, Pa. 

% * * 

SHAKER HeicGuts, Onto: Where can 
we buy a good line of cork screws 
and bottle openers with stag or bone 
handles?—Shaker Heights Hardware. 

ANSWER: C. T. Williamson Wire 
Novelty Co., 52 Badger Avenue, New- 
ark, N. J.; J. A. Henckels, Inc., 456 
Fourth Avenue, New York City, and 
Continental Mfg. Co., 702 Sixth Ave- 
nue, New York City. 

* * * 

New York City: Who makes the 
Favorite lawn mower ?—Markt & Ham- 
macher Co. 

ANSWER: American Lawn Mower 
Co., Muncie, Ind. 

* * * 

Nyack, N. Y.: Where can we ob- 
tain bettle traps and bait?—Worsfold 
& Hawvermale, Inc. 

ANSWER: C. B. Porter Co., 128 
N. Second Street, Philadelphia, Pa. 
* *% * 

Wisconsin Detis, Wis.: Where can 
we purchase a cuckoo wall clock, 


Who Makes It ? 


Information regarding sources of supply as provided readers 
of Rardware Age by the Who Makes It? Editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 
28, 1933. When writing to the firms mentioned, state that you 
saw the product Msted in Hardware Age “Who Makes It?” sec- 





WHAT READERS SAY 
ABOUT OUR ANNUAL 
DIRECTORY NUMBER 


Texarkana, Texas: “Wish to 
advise that we received the 1933 
September Directory Number 
and appreciate it very much. It 
is a wonderful piece of work; 
it no doubt took many hours of 
study and work to produce it, 
and it will be found in our files 
until a better one takes its 
place.” — Timberlake Hardware 
Co. 











either weight or string wound? 
Geo. Fedderly & Son. 

ANSWER: American Cuckoo Clock 
Co., 1669 W. Ruffner Street, Philadel- 
phia, Pa. 

*% *% % 

PortsmoutH, Onto: Who makes 
the Busy Bee gasoline engine?—Gil- 
gen’s Hardware Co. 

ANSWER: Imperial Machine Co., 
Minneapolis. Minn. 


*% * * 


Ocean City, N. J.: Where can we 
obtain repairs for.a Great American 
lawn mower?—Davis Hardware Co. 

ANSWER: Pennsylvania Lawn 
Mower Works, Inc., Primos, Delaware 
County, Pa. 

* * *% 

Los ANceLes, Cat.: Who makes 
the Master bake pot?—Key Hardware 
Co. 

ANSWER: Master Bake Pot Co., 
Bloomfield, N. Lp 


* + 


SALEM, Onto: Where can we pur- 
chase glass mail boxes, suitable for 
city use?—The Glogan-Myers Hard- 
ware Co. 

ANSWER: Zahn & Bowly Co., 381 
Broadway, New York City. 


uo 
~ 








What's Ne 


for Retail 


Hardware Stores 


Frantz Mfg. Co. Issues 
Silver Anniversary Catalog 


Frantz builders’ hardware lines are il- 
lustrated and described in the company’s 
silver anniversary edition or catalog No. 
16. Containing more than 180 pages of 
illustrations and information this catalog is 
attractively bound in a silver and black 
cover. New lines are shown in the catalog. 
Large clear illustrations are shown in the 
catalog which contains both numerical and 
alphabetical indexes of the products listed. 
Clearance specifications of “Over-the-Top” 
door equipment are included as well as 
specifications and directions for installing 
sliding-folding garage sets, etc. Large 
illustrations show dealer models and Stand- 
ard sample board. A table shows the price 
group of plated finishes. There is a table 
showing the comparative symbols of hard- 
ware finishes. Frantz Mfg. Co., Sterling, 


John Lucas & Co. 
Brush Display Units 

Illustrated is one of the four different 
“Century of counter display 
units for Lucas brushes. Each display is 
modernistically designed and_ brilliantly 
colored and carries a panel of sales copy 
across the top. The “New Yorker” is for 
master painters, “Tru-Blue” for everyday 


Progress 


use, “Decorator” for general painting and 


A®: PROPTRLY Bai 
ANCED tc 
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the “Imperial” for fine work. The display 
units which are available without extra 
charge on initial orders for each assort- 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


PN oss ese. caceus 9 

















ment comprise best selling numbers in the 
line. Reorders will be accepted for less 
than assortment lots thus lengthening life 
of display units. Units were designed to 
restrict counter space to a minimum yet 
provide adequate storage for brush stock. 
Brushes are instantly visible and customers 
may pick them up for examination. Illus- 
trated is the “Decorator” assortment. Each 
unit has selling slogans. Prices are ar- 
ranged to allow a 50 per cent mark-up on 
every brush. John Lucas & Co., Inc., Phila- 
delphia, Pa. 


O-Cedar 1934 Fall Special 


This set comprises special size (% pint 
can)—O-Cedar Self Polishing Wax, new 
O-Cedar wax applier and 48” lacquered 
handle. Applier is light in weight, simple 
in construction and is easily handled. Rub- 





with OSE 
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NY \ISPECIAL 














ber backed spreading cloth keeps wax 
from soaking through; prevents waste; is 
easily removed for washing, and easily re- 
placed when dry. Regular retail value is 
$1.40. For the fall special the suggested 
retail selling price is 89c. List price per 
dozen sets is $10.68 less regular dealer 
discounts of 33 1/3 per cent in broken case 
lots and 33 1/3 per cent and 5 per cent 
in full case lots. This is in line with the 
company’s price maintenance policy adopt- 
ed in January, 1933. Packed 12 sets to 
carton. Four sets packed in attractive 
counter display with three color window 
hanger. O-Cedar Corp., 4501 S. Western 
Blvyd., Chicago, Il. 


Individual Packaged 
“Newport” Wood Turpentine 
“Newport” Steam Distilled Wood Tur- 
pentine is now offered in individual square 
containers lithographed in black, green 
and white. Quart, gallon and five gallon 


sizes. The company states that it has been 
able to so reduce the spread between the 
bulk and container price that the “pack- 
aged” product costs only little more than 
dispensing bulk turpentine in individual 
containers purchased by the retailer. By 
offering the product in factory filled and 
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sealed containers the dealer saves time in 
handling, prevents loss due to spilling, 
evaporation and oxidation and assures the 
consumer of uniform quality, states the 
company. General Naval Stores Co., Inc., 
75 E. 45th St., New York City. 
Master Picnic Grill 

This portable camping and picknicking 
grill is quickly opened and has convenient 
handle for opening. It has no parts to 
assemble. Large grill plate provides ample 
room for coffee, meat and other food. 
Burns charcoal or wood. Slot in bottom 
of trough allows plenty of draft. Folds to 
1% in. thickness, taking up very little 
room. When closed, grill plate is pro- 
tected by side walls. Master Metal Prod- 
ucts, Inc., 291 Chicago St., Buffalo, N. Y. 
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“The kind of product | like to sell” 


“A LOT OF PRIDE in my business is reflected 
in the hardware items you see in this store. 

“]T find that the best way to assure my cus- 
tomers of satisfaction is to supply products 
made by well-known companies that aren’t 
going to risk their reputations by turning out 
inferior goods. 

“Take Bethlehem Bolts, for instance. There 
are bolts you can depend on! Since I found 
how good they are, you couldn’t give me any 
other kind. And they’re the quality product 
you’d expect them to be, coming from an 
organization with Bethlehem’s steel -making 
background. 

“They’re cleanly and accurately threaded, 
and made of good, strong steel. I’m glad to 
give them a place in my stock. They’re the 
kind of product I like to sell.” 


AUGUST 16, 1934 


A complete, self-contained Bethlehem di- 
vision at Lebanon, Pa., devoted entirely to the 
manufacture of bolts and nuts. and related 
products, is one of the reasons why Bethlehem 
Bolts are good bolts. Another reason is that 
they’re made of Bethlehem steel, specially 
selected for the purpose, by men who are 
specialists in bolt and nut manufacture, and 
know it from A to Z. 

Your jobber can supply Bethlehem Bolts 
promptly. 







BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


BETHLEHEM 
BOLTS»*’NUTS 
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“Spirit of Progress” 
Model Heatrola Heater 


Available for coal, wood, oil and gas 
operation the “Spirit of Progress” model 39 
Heatrola is of attractive modern appear- 
ance. Ebony, beige and chromium are the 
color combination. Among the operating 
features are: a pedal arrangement to open 
feed door so that hands are left free to han- 
dle coal scuttle; a vapor tank of 2% gallon 





capacity, and a pull-out tray under base 
protecting floor when removing ashes, mak- 
ing a floor board unnecessary, An arrange- 
ment of baffles in casing top diffuses circu- 
lating air, protects walls and ceiling. An 
attractive stiff covered booklet has been is- 
sued which shows the heater in colors, de- 
scribes its features and gives its specifica- 
tions. The Estate Stove Co., Hamilton, 
Ohio. 


*“Doo-Klip” Model 30 
10” Electric Fan 

This electric fan, listing at $3.95, has 
10-in. airplane type blades designed to move 
315 cu. ft. of air per minute. Motor vibra- 
tion said to be eliminated by application 





of the principle of “floating power.” Motor 
is of induction type and will not set up 
radio interference. Black Morocco base 
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and motor housing. Black Bakelite blades 
and frame. Platinum gray streamlined 
guard. Measures 14 in. high, 11% in. wide. 
Underwriters approved rubber-covered par- 
allel cord with finger grip, unbreakable soft 
rubber attachment plug. Rubber feet on 
base. For use on 110-120 volt, 40-60 cycle 
A. C. The Alliance Mfg. Co., Alliance. 
Ohio. 


Round Oak “Victor” 
Buffet Gas Range 


The Round Oak “Victor Buffet” gas 
range has full porcelain finish, tan-coral 
with sun-tan trim. Duplex grates, “L” 
type lift-up front hot plate. Back hot 
Cooking top overall 43% in. 
Has 8-in. griddles, six-gallon 
Oven thermometer in 


plate solid. 
by 22% in. 
capacity reservoir. 








ROUND OAK 
VICTOR BUFFET 


, 





oven door. Approximate shipping weight 
with high shelf 432 lb., with high closet 
468 lb. Cover over copper reservoir is por- 
celain enamel. Front frame,door frames and 
legs are gray iron porcelain enameled. 
Cover doors conceal ash pan and reservoir. 
Enamel flues. The Victor range is a square 
model having no reservoir. Round Oak 
Furnace Co., Dowagiac, Mich. 


South Bend No. 5 
“Workshop” Lathe 
This No. 5 “Workshop” Lathe is a back- 


geared, screw cutting model of 9 in. swing, 
available with countershaft drive or with 
motor drive. Suggested retail selling price 
of $75. Designed particularly for shops 
needing inexpensive equipment to handle 
small machining work. Simple design with 
controls simplified to enable novice as well 
as experienced machinist and lathe hands 
to operate the lathe. All fundamental 
machining operations may be performed, in- 
cluding cutting of screw threads, right or 
left hand, from 4 to 40 per inch. Mechan- 
ical features include: six-speed back-geared 
headstock; hollow headstock spindle for 
handling bar and chuck work; automatic 
power feed to carriage; ballcrank hand 
cross feed; graduated compound rest 
swiveling to any angle; graduated tail stock 





| 
with setover for taper turning; heavy 
nickel-steel-iron lathe bed having three V- 
ways and one flat way to insure perfect 
alignment and performance of headstock, 
tailstock and carriage. Workshop Booklet 
No. 5-W describes this lathe. Available 


from the Technical Service Dept. of the 
South Bend Lathe Works, South Bend, Ind. 


The Super Dog Washer 


This dog washing device has a conven- 
iently located lever which diverts the 
stream of water passing over the soap en- 
cased in the machine. To clear water for 
rinsing purposes to allow freeing dog’s coat 
and skin from remaining soap particles lever 








is turned to point marked “clear.” De- 
signed for use with specially prepared anti- 
septic soap made to eliminate fleas. Brush 
massages as well as brushes. Suggested 
retail selling price $2.50 complete. Addi- 
tional soap refills have a list price of 25c 
for two in a box. Super Metal Mfg. Co., 
Inc., 141-5 Wooster St., New York City. 


Corbin Door Stop 
With Rubber Bumper 

This door stop is small and neat and is 
constructed so that the screw by which it 


is attached is entirely concealed when ap- 
plied. For use on doors which swing back 





against bath tubs, lavatories, radiators or 
other objects which might become damaged 
or mar the door with the impact. P. & F. 
Corbin, New Britain, Conn. 
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Mx E than 20% of all money 
spent in retail stores is spent 
by the families who read The American 


Weekly. They number over five mil- 
lion—over 20% of the nation’s families. 
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rts the 
soap en- 
ater for 


> 
gS coat aa : 
The merchandise they read about 


les lever : 
in The American Weekly is the mer- 
chandise they want. Feature it and 
they'll BUY all the more of it. 














The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 








”  De- 
d anti- cities of 10,000 population and over, The American Weekly concentrates 67% of its 
hone circulation. 
Addi- In each of 134 cities, it reaches one out of every two families 
of 25c In 125 more cities, 40 to 50% of the families 
. In an additional 165 cities, 30 to 40% 
/ In another 173 cities, 20 to 30% 
... and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 
and is 
lich it 
n ap- 
: back 
Greatest 
Circulation 
in the World 
A TELS a a. SMT 
rs or 
naged “The National Magazine with Local Influence’’ 
& F. Main Office: 959 Eighth Avenue, New York City 
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Winchester Model 67 .22 Single Shot Rifle 


This full sized low-priced .22 caliber 
rifle has an American walnut stock of 
sporting type with modern full pistol grip 
with sharp curve and deep, long, well- 
rounded forearm of semi-beavertail type 
twin thumb and finger grooves. Up-turn and 
pull-back bolt has rearward slanting mili- 
tary style handle of new design, bent snug- 
ly downward and having a large ovoid 





knob. Firing pin cannot be cocked or 
fired until bolt handle is swung down into 
closed position, bolt cannot be unlocked 
when rifle is cocked, firing pin cannot hit 
cartridge except when trigger is pulled and 
when the safety lock is turned to its locked 
position the trigger cannot be pulled ac- 
cording to the maker. When safety lock 


is in “on” or “safe” position thumb lever 
stands boldly up in line of vision, showing 
that trigger cannot be pulled and prevent- 
ing alignment of sights. Take-down screw 
is now nearer trigger guard and well out of 
way of shooter’s forward hand in grasping 
forearm. Bolt, handle, safety lock and trig- 
ger chromium plated. Sights, Winchester 
No. 75-C, sporting front and Winchester 


No. 32-B sporting rear with sliding eleva- 
tor. Former has bead of bright untarnish- 
able alloy. Weight approximately 5 Ib. 
Chambered to handle .22 long, short and 
long rifle rim-fire cartridges in both regu- 
lar and long range high power Super Speed 
and Super-X types. Winchester Repeat- 
ing Arms Co., New Haven, Conn. 





Westinghouse Develops 
Portable Room Cooler 


The “mobilaire” portable room cooler 
supplies a plentiful flow of cool, dry air. 
Rubber-tired castors in its base permit 1! 
to be wheeled easily from room to room. 
No larger than steam radiator or radio 
console it contains a fan, cooling coil and 
condenser for circulating a_ refrigerating 
fluid—complete equipment for cooling, de- 
humidifying and circulating the air. Re- 





frigerating capacity of one-half ton which 
is equivalent to the melting of one-half ton 
of ice every 24 hours. Circulates sufficient 
air to provide from eight to ten complete 
changes of air in the room every hour. 
Cabinet finished in grain walnut or ma- 
hogany, or in a modern blue green finish 
with an inlaid Micarta panel. Quietness is 
said to be one of its outstanding features. 
Westinghouse Electric & Mfg. Co., E. Pitts- 
burgh, Pa. 


62 


Issue Booklet on Enduro 
18-8 Stainless Steel 


This catalog contains data on Enduro 
18-8 stainless steel as well as several of the 
more important variations which make up 
the Enduro 18-8 series of types. Authentic 
metallurgical and fabrication data is in- 
cluded. An important feature of the book- 
let is a table of laboratory corrosion data 
listing the degree of corrosion resistance of 
Enduro 18-8 Stainless Steel, Enduro AA 
and Enduro S to each of more than 300 
chemical reagents, solutions and products 
under varying conditions of temperature 
and concentration. Known as bulletin 125. 
Copies are available from Republic Steel 
Corp., Central Alloy Division, Massillon, 
Ohio. 


Telechron “Colonist” 


Mode! Electric Clock 


Designed after an 1820 period design this 
self starting electric clock is of upright 
Colonial type. Walnut case with white 
holly and ebony finish marquetry border 
and star ornaments or maple case with same 
border and ornaments. Rectangular dial 


in white enamel with gold color ornamental 





border design and black Roman characters. 
Stands 914 in. high, 6 3/16 in. wide and 3 
3/16 in. in depth. Suggested retail selling 
price $19.75. Warren Telechron Co., Ash- 
land, Mass. 


Muralo Issues Printed 
Matter on *“Mural-Tone” 


Three dealer helps have been issued to 
help dealers merchandise “Mural-tone” 
wall paint. A color card showing ten col- 
ors and calling attention to the fact that 
the paint is also made in white, briefly 
describes the product, its composition, etc. 
A folder has been issued giving direction 
for using “Mural-Tone” on various types of 
finishes and describing application, etc. 
Another folder describes the product, its 
composition, manufacture, features and 
uses and calls attention to other Muralo 
products. The Muralo Co., Inc., Staten 
Island, N. Y. 


Stearns Power Mowers 


The line of four models includes three 
new numbers, models 21, 24 and 27. Model 





21, illustrated, has Norma-Hoffman ball 
bearings, Briggs & Stratton power, Hyatt 
roller bearings, enamel finish and alloy 
steels. Shipping weight, 200 Ibs. Bed plate 
knife, chrome steel with lipped edge. 
Frame gray, engine black, wheels and trim 
red. Width of cut, 21 inches. Drive wheels 
open type, 11 inch diameter, 2% inch tread. 
Model 24 is a 24-inch wide cutting model, 
No. 27 cutting 27 inches wide. The four 
models are illustrated and described in an 
attractive folder. E. C. Stearns & Co., 
Syracuse, N. Y. 


Witt Ash and Garbage 
Cans Shown in Catalog 


This catalog has 36 pages of illustrated 
descriptions of Witt garbage and ash cans. 
Diagrams show construction features of 
the line. Tests made on Witt ash cans are 
described. Shipping information is given 
in the book with a nesting chart which 
gives each size and sizes with which they 
will nest. The nesting chart is included to 
enable reduction of delivered cost of ship- 
ments. Nested cans and pails are strapped 
or wired together, with covers enclosed in 
cans and pails or crated separately, accord- 
ing to size and nature of shipment. The 
Witt Cornice Co., Cincinnati, Ohio. 
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Just a year ago... 


It seems longer, but it is only a year ago that 
we turned the oil heater business upside down 
by bringing out a radically new design—one 
that was in keeping with the tempo of the 
times. Walter Dorwin Teague, nationally famous 
designer, was commissioned to do the job. How 
well he did is best shown by the fact that our 
oil heater sales jumped 400% in one season. 


Ghe Appeal 
of Modern 
Design 


After all, a heater is heat- 
ing equipment. It is not a 
music box, or a sideboard, 
or a chair. ‘‘Why”’ said 
Mr. Teague, ‘“‘try to make 
it look like something dif- 
ferent from what it really 
is?’’ That’s why the Amer- 
ican Oil Heater looks like 
a heater at the same time 
it embodies the finest prin- 
ciples of modern design, 
perfect proportions,enhanc- 
ing walnut-brown crystal- 
line baked on finish, gleam- 
ine chromium trimmings— 
all combine to make a unit 
that immediately appeals to 
every prospective customer. 


Giant Heating 
Surfaces 

Just as revolutionary as was 
last year’s design when 
compared with the usual 
design, so this year’s con- 





struction is equally revolu- 
tionary when compared 
with the usual construction. ‘‘Giant Heating Surfaces’’ 
best describes it. More square feet of heating surfaces for 
the cold air to come in contact with—more square feet of 
surfaces to draw the utmost heat from the combustion gases 
before they escape up the chimney and with the most 
practical and efficient burners and valves for cach purpose. 


Sell Healthful, Moist, Warm Air, 
Cleanliness, Convenience 
and Comfort 


Here is an oil burning heater that helps you give your 
customers exactly what they are looking for—Beauty in 
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AMERICAN 
Oil Burning 
HEATER NO. 95 


the Home, Healthful Humidified Heat, Cleanliness, Con- 
venience, Economy and Comfort in full measure. Even on 
the coldest day this heater will more than take care of 
every requirement—and without your having to ‘force’ it. 


You Are Literally Surrounded 
by Hundreds of Prospects 


In every community are hundreds of prospects who want 
the cleanliness and convenience of oil heat. Let them 
know that you are selling the American Line of Oil Bur- 
ning Heaters. Let them see the heater—how adequate in 
construction, how simple in 
operation and how satisfac- 
torily it will measure up to 
their needs. To turn pros- 
pects into customers be- 
comes far easier than you 
had ever imagined. 


Everything 
You Need to 
“Make a Noise” 


And with it we have acom- 
plete line of effective deal- 
er helps—displays, folders, 
newspaper ads, sales sug- 
gestions, etc.—that will 
make it easy for you to dig 
up prospects and close sales. 
The harvest season is NOW 
—but only for those who 
go after it. 


We Can’i Tell 
You The Full 
Story Here 

Space doesn’t permit it. But 
we have a catalog ready for 
you which fully illustrates 
and describes every heater 






in our line. There are sizes 
and prices to help you meet 
every need and desire. The American Oil Heater Line is 
one that will help you make more sales and more profit, for 
the discount margin enables you to go after every sale with 
enthusiasm. 

Just ask us to send you full details. Write to nearest office. 


AMERICAN Gas MacHINE Company, INc. 
ALBERT LEA, MINNESOTA 
Branches: 360 Furman Street, Brooklyn, New York 
4242 Hollis Street, Oakland, California 
Manufctaurers of a complete line of Liquid Fuel Appliances including 


American Oil Burning Heaters, Kitcurnxoox Instant Lighting Kitchen Stoves, 
Kampxoox Camp Stoves and Reapy-Lite Gasoline Lamps and Lanterns. 
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in Pliers 


KLEIN 


OOD workmen demand 


good tools—your cus- 


tomersappreciate 
quality in pliers-that’s why 
they demand Kleins. Klein 
Pliers have been the stand- 
ard with master workmen 
and public utilities “since 
1857,” and are made in a 
wide variety of sizes and 
styles to meet every require- 
ment. Check over your 
stock of Kleins with your 
jobber and be prepared to 
fill the needs of your cus- 
tomers who want the best. 


Buy From Your Jobber 


oo KLEINoas 


3200 BELMONT AVE., CHICAGO 
a 





Do the Farmers Like You? 


(Continued from page 24) 


tressing drouth this year, the experi- 
enced business man, like the experi- 
enced farm economist, knows that 
volume of farm products has very 
little bearing on volume of farm 
profits; that a light crop is fre- 
quently the most profitable crop; 
that during recent years no happen- 
ing other than drouth or war has 
been able to lift crop prices to the 
level of manufactured goods. 
During recent months the Exten- 
sion Service of the U. S. Department 
of Agriculture has been compiling 
a survey of farm buying power in 
the United States. While still in- 
complete, this survey tells first of 
all that farmers are buying hard- 
ware; that farm consumption of 
light hardware, machinery, plows 
and tools, household furnishings and 
utensils and repair materials—lum- 
ber, roofing paint, etc., is showing 


| a volume increased during the past 
| year of from 15 to 150 per cent, de- 


pending upon the section and the 
principal crops. The cotton states 
seem to be leading the caravan, with 
the corn-hog and wheat sections next 
in line. 

As well as this writer can interpret 
the survey, rural America generally 
(about 7,000,000 homesteads, 31,- 
000,000 farm folks and 8,000,000 in- 
habitants of villages of 1000 or un- 


der) as of March 1, 1934, was using 


between 18 and 20 per cent more 


| hardware commodities than were con- 
sumed during 1932. 


| able price. 


In a general way, the Lewis broth- 
ers find these trends reflected in 
their own territory. They find that 
during the bad years farmers have 
become better buyers and better busi- 
ness men. By and large they are 
demanding values and certainly the 
better grade of farmers are learning 
that reputable quality involves reput- 
But neither their prevail- 
ing mood nor income level allows 
extravagance. Therefore the Lewis 


brothers are betting on “standard 
medium grade” as never before, 


allowing themselves conservative 
profit, giving the best they know in 
price, goods, personal service. And 
they continue to win. 
Beware of radical changes. 
Compared to town or city trade, 
farm trade is definitely conservative. 


The Lewis brothers feel this to be a 
general truth deserving specific ap- 
plication. While farm trade does 
not demand that the dealer be a 
stick-in-the-mud, it does require that 
he not be a professional fadist. 
Farm irade has lasting ideas in re- 
gard to decorum and order. It fol- 
lows rather than leads. Many an item 
that is securely established with 
town trade remains a novelty with 
country trade. Any form of high 
pressure salesmanship is absolutely 
taboo in the Lewis establishment. 
But the resource of open display, 
plus the fact of a town trade as well 
as a country trade, helps to educate 
the latter to the ways of the former. 
Like any other trade, farm trade buys 
largely by the eyeful, and the evolu- 
tion from what it sees to what it 
wants is fairly sure, even if slow. 
According to the Lewis brothers 
“Beware of radical changes” also ap- 
plies to location, building, store 
front, show windows and display 


‘plan. Some 30 years ago they chose 


what they believe is a good location, 
built what they know is a good build- 
ing, and they have stayed with it. 
“Lewis Brothers” is definitely a land- 
mark of their town and of the coun- 
tryside around it. 

Farm trade appreciates land 
marks that have stability. It is 
highly sensitive to change and to 
strange faccs or features. Although 
a farm customer is likely to travel 
six or a dozen blocks out of his way 
to deal with a personal friend, he is 
easily thrown off trail by changes in 
locations, fronts, windows, etc. He 
likes to know where he is going be- 
fore he starts. 

Therefore the Lewis brothers cher- 
ish their landmark resources, choose 
what they believe to be a good front 
and a good display layout and stay 
with it, even as stocks turn over and 
as new replaces old. They know 
that farm trade is vastly easier to 
scare away than it is to recruit. 

The Lewis brothers are proud of 
their farm trade. They know it to 
be primarily a loyal trade, a cash 
trade, a discerning trade, and a 
friendship trade. It didn’t come to 
them overnight or by miracle. They 
have spent a generation’s span of 


hard work in building it up. 


HARDWARE AGE 





ROOFS THAT LAST 


» be a , = 
ic ap- - 
- does ; 

be a 
e that 


in re- 
It fol- 
n item 

with 
, with 
high 
lutely 
iment. 
splay, 
s well 
ducate 
»rmer. 
> buys 
evolu- ee course, you'll want 
hat it Barrett Roll Roof- 


N. ing for your barn.” 


others 
so ap- “Yes, sir, those Barrett 
| Shingles you sold me for 


eae the house back in ’18 have iY, A K E L A S T i N G i R | . N D S 


certainly given complete 
chose 











. satisfaction.” 
‘ation, 
— ELL a man one Barrett product and, depend upon it, his com- 
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land plete satisfaction in that purchase will bring him back for other 
ied Barrett products when the need arises. 


This is particularly true of Barrett Roofings. They provide sure, 
land dependable protection to homes, barns and other buildings—safely 





be he guard them against the ravages of all weathers. 

hough There are ten types of fire-safe Barrett Asphalt Shingles in ten 

travel attractive colors. These, with Barrett Roll Roofings—mineral-sur- 
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STYLE AND 
BETTER LIGHTING 
PRICED RIGHT T00 


New principles of scientific combus- 
tion, new, strikingly beautiful designs, 
fresh, eye-pleasing colors appeal to 
the careful homemaker from both the 
artistic and economy standpoint. 


Radiant Lamps produce pure white, 
eye-saving light that is ideal for any 
room in the house—for work or play, 
reading or recreation. A fine, practical 
gift item for the holidays. 


A BIG RETAIL VALUE 
AND PROFIT MAKER 


Mrvdel illustrated lights instantly at a 
tor a of a valve—no preheating re- 
, Makes its own gas from or- 

inary ‘gasoline. Produces 300 candle 
power of brilliant, white light—20 
times brighter than ordinary wick 
las up, at a fraction of the cost. Burns 
9¢ 6 air—4% fuel. No soot, no smoke, 
no odor. Absolutely safe. 


Parchment shade 14” in diameter, of 
heavy material, beautifully decorated 
to harmonize with any furnishings. 

with inner mica globe. Easily vree 
burner, scientifically constructed for 
convenience and economy. Extra large 
generator. Two way valve assures 
convenient lighting. Beautifully dec- 
orated brass fount holds 3 — Burns 
18 to 22 hours with one filling. Height 

20% inches. 


Complete with shade, two rayon 
mantles, built-in pressure pump, 
strainer funnel and full directions. 


THE RADIANT LINE 


Includes de luxe and utility models of 
graceful, high-powered lamps, as well 
as 300 candle power lanterns and 
self-heating irons. 


New merchandise that attracts buyers 
and sells fast at a good margin. The 
Radiant Lantern is an especially good 
item, appealing to outdoor workers, 
farmers, hunters and tourists. More 
light—lower cost—less trouble. 
TheRadiantSelf-HeatingIron—alabor 
saver for women. Does whole ironin 
for a few cents. More convenient, an 
priced lower than ordinary electric or 
gas irons. Heavily nickel and chrome 
plated. Fix up a Radiant department 
and watch the sales grow. 

Send today for literature and dealer’s 
discounts. 


RADIANT PRODUCTS, INC. 
108 Radiant Bldg., Akron, Ohio 


PRODUCTS 
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How to Sell Automatic Irons 


(Continued from page 38) 


flat on the ironing board for any 
period of time, six hours to six 
months, and it will never reach a 
temperature at which it will start 
a fire! Automatic irons are set to 
“cut off” at approximately 600 de- 
An iron at 600 degrees would 
scorched imprint on the 
board but it would never start a 
fire! The board could be re-covered 
and the operator who had left the 
iron and forgotten it, wouldn’t even 
have to buy a new ironing board. 
The important thing is that the 
the furnishings and the lives 
of the people in it would be pro- 
tected. 

The woman, therefore, that would 
not pay $7.95 for just an electric 
iron with which to do the ironing. 
will pay that price for the insurance 
protection of an automatic iron. It’s 
a fire insurance policy and costs 
you no premium. 


frees. 
leave a 


house, 


THIRD—The automatic iron prac- 
tically eliminates the scorching of 
clothes. 

As many millions of dollars worth 
of clothes are scorched every year 
as the entire retail sale of electric 
irons amounts to. 

Scorching usually occurs when the 
woman leaves the board and the iron 
for a few minutes. Interruptions 
constantly occur. The brush man at 
the front door—the woman at the 
back door wanting to borrow a cup 
of sugar—the telephone rings—the 
man comes to read the meter—the 
baby comes in with a cut finger 
needing attention. Five minutes pass. 
The common iron builds up in tem- 


perature 200 degrees during that 
five minutes. The woman is an- 
noyed, temporarily she forgets. The 


minute the iron touches the board 
the garment is ruined. 

If the woman is using an auto- 
matic iron and an interruption oc- 
curs, she sets the automatic iron up 
and leaves. She could be gone not 
only five minutes, but five hours and 
resume her ironing where she left 
off without any danger of scorching. 
The point is, that if the iron didn’t 
scorch on the last stroke she took, 
when she left, it isn’t going to scorch 
on the first stroke she takes when 
she comes back. This happens many 


times, until it is safe to say that 


the value of clothing scorched in the 
average home during a 10-year pe- 
riod would run from $10.00 to 
$15.00 or more. The automatic iron 
will save its price many times over 
in clothes that will otherwise be 
scorched with a common iron. 

FOURTH—Heat regulation. 

With the automatic iron, the 
woman has exactly the heat needed 
for every job that she is doing. It 











isn’t a question of “medium, high, 
or low.” It isn’t a question of a 
certain number of heats. On the 
best automatic irons you have any 
heat desired, from approximately 
225 degrees “low” to 600 degrees 
“high.” Every woman can have ex- 
actly the heat she wants, according 
to her speed of ironing, the damp- 
ness of the clothes, and the types of 
fabrics with which she is working. 

Heat regulation on the electric 
iron is just as sensible and necessary 
as heat regulation on a gas stove, 
speed control on a car, and volume 
control on a radio. 

FIFTH—I/ron retains 
pearance, 

The automatic iron never reaches 
a temperature at which chromium 
plate will discolor. Only on the 
bottom of the iron where it touches 
damp clothing and where sudden 
temperature changes occur, will the 
slightest evidence of use be noticed 
on an automatic iron. A woman 
likes to have an iron that is a “new” 
iron every week. The automatic iron 
retains its original appearance. 

In addition to this, the automatic 
iron is never damaged through over- 
heating. When the common iron is 
left on long enough to turn blue 
or black, it is not only ruined as far 
as appearance is concerned, but the 
iron itself is severely damaged. 
Often the finish on the bottom of 
the iron is so roughened that the 
iron is hard to use from then on. 
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DISPLAY STAND 


FREE! 


ON REQUEST 





TESTED! 


Sells popular 
95¢ and $122 
Combinations 
wherever used! 


95¢ and $1.00 are popular prices with 
housewives. PYREX Ware combina- 
tions at these prices sell and sell. The 
free display stand, shown above, holds 
six such combinations and does the 
selling for you. 

With only nine ‘‘PYREX”’ dishes and 
this stand, you can feature and sell six 










different combinations. Each dish in 
the combination is a best seller which 
you’re constantly stocking. You sell 5 
to 8 pieces at a time instead of one! 
This is not a sacrifice promotion. You 
get regular mark-up and full profit on 
every dish. Each combination price is 
the total of standard PYREX Ware 
items at full suggested retail prices. 


Here are 5 other PYREX WARE Combinations! 








The stand is free. Ask for D-40. Free 
also is a handsome hand-out bill, 
printed in rotogravure, describing and 
illustrating these combinations. Use 
for mailing, wrapping with packages 
or distributing house. to house. 


PYREX OVENWARE 


“PYREX”"’ is a trade-mark and indicates manufac- 
ture by Corning Glass Works, Corning, New York. 


PRON 





No.023—1 4 -qt.Pud- 1 No. 208—=81% in. Pie 1 No. 212—1-qt. Loaf 1 No. 622—1-qt. Round 1 No. 231—1-qt. Utility 
ding Dish at....... $.65 a rr $.40 or Bread Pan at.... $.65 Casserole at....... $.75 RP eer 
6 No. 414—4-0z. Cus- 6 No. 425—5-o0z. Cus- 6 No. 414—4-0z. Cus- 4 No. 414—4-0z. Cus- 4 No. 414—4-o0z. Cus 
tard Cups @t......+ .30 tard Cups at....... 60 terd Cups at....... 230 tard Cupsat....... 20 tard Cups at....... 20 
§.95 $1.00 $.95 $.95 $.95 
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e TO HOMES 
e TO PROFITS 


Here is an instance where 
the door to profits is opened by 
improving the doors of a home, en- 
trance or ‘interior. Because homes 
are going to be built or improved as 
a result of the National Housing 
Act. And your customers will be 
interested in the Lockwood Drake 
Design with its pleasing lines and 
modest cost. 

The Drake Design is ideal for the 
average small home and is available 
in wrought brass, bronze and 
wrought steel,—in a variety of har- 
monious finishes. The locks, of 
course, have genuine built-in Lock- 
wood security and give years of 
trouble-free service. 

Send for full information about 
Lockwood Builders’ Hardware— 
the line that you should stock and 
sell, in order for you to share in the 
increased business which is sure to 
follow. 


LOCKWOOD 
HARDWARE MANUFACTURING CO. 


Division of the Independent Lock Co. 
FITCHBURG MASSACHUSETTS 
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SIXTH—Reduces ironing time by 
one-fifth. 

The automatic iron saves approxi- 
mately 20 per cent of the ironing 
time. When the woman uses the 
automatic iron, she never misses a 
stroke. The iron is never too hot 
nor too cold. And while she might 
iron at no greater speed, she will 
be through with her ironing long 








before the woman using a common 
iron. This point is quite important 
to hundreds of women who today 
are doing their own ironing, and 
who up to two years ago had their 
ironing done for them. These 
women would eagerly buy an auto- 
matic iron if they knew of the sav- 
ing in time that it afforded them on 
their most tiresome home task. 

SEVENTH—Big saving in cord 
and plug expense. 

The greatest upkeep expense of 
the common electric iron outside of 
current cost is the frequent replace- 
ment of cords and plugs and ter- 
minal repairs. This is due to the 
frequent pulling of the plug to pre- 
vent the iron from overheating. 
Every time the plug is pulled, it 
“arcs” across from the terminal to 
the plug, burning up part of the 
plug and part of the terminal. This 
goes on just so many times and then 
the cord and plug have to be re- 
placed, the terminals have to be re- 
paired, and an annual average ex- 
pense of approximately a dollar a 
year has to be added to the original 
price of the iron. 

With the automatic iron, there is 
a big saving in cord and plug ex- 
pense! The thermostat makes “pull- 
ing the plug” unnecessary and the 
iron does not overheat. If the cord 
and plug is left attached to the iron 
during the ironing, disconnected 
only when the ironing is ended, it 
is likely that the cord and plug will 
last for many years. 

Of course if the plug is discon- 
nected, and that cord is used on 
some other appliance and is dropped, 
or stepped on, replacement will be 


necessary, but it is safe to say that 
a good automatic iron will save the 
user at least $10.00 during a 10- 
year period of time. This again 
touches the pocketbook in a very 
vital spot, because the cord, plug, 
and terminal repairs are not only a 
great and a steady expense, but an 
annoying and an irritating one as 
well as the iron is out of use while 
the repairs are being made. 

It is quite apparent, therefore, that 
if the above selling points are dem- 
onstrated to the customer and you 
sell the women of your community 
automatic irons, they obviously do 
not buy common electric irons. If 
they do not buy common irons, they 
therefore do not buy cheap irons, 
because there are no cheap success- 
ful automatic irons. If they don’t 
buy cheap irons, then the mail order 
houses, drug stores, and chain stores 
are through, and out of the iron 
business, because the cheap iron is 
the only type this latter class of dis- 
tribution can successfully merchan- 
dise. The automatic iron is not 
“little business,” it is not just an 
occasional sale. The automatic iron 
is “big business” and you can make 
it so by real sales effort and the 
placing of automatic irons “on trial” 
in every home in your community. 











When a woman knows what an au- 
tomatic iron will do and has an 
opportunity to use it for two iron- 
ings, she will seldom if ever bring 
it back. 

It is my recommendation that you 
push and sell the 1000-watt auto- 
matics for completely satisfactory 
results, because the 1000-watt iron, 
using no more current in a year, or 
to do an ironing, has the power 
when a woman needs it and cannot 
be “ironed cold.” 

Somebody in your community is 
going to wake up to the opportunity 
for sales and profits on this great 
new household appliance, and in the 
words of the old gospel hymn, “Will 
That Somebody Be You?” 
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Some Maxims and Sayings 
of E. C. Simmons 


(Continued from page 39) 


idea to give him a rest cure. But 
this decision should be made by 
the house, not by you.” 

“To salesmen—Telephones and 
letters have their place. But 
neither of them can take the place 
of a personal call.” 

“To a new clerk—Keep your eyes 
and ears wide open. Learn every- 
thing you can about all the goods 
and all the people in the business. 
But keep your mouth shut. This 
rule has made many a President.” 


“To everybody connected with a 
business—It is your duty to look 
pleasant, act pleasant and make 
all the friends you can both for 
yourself and the business. Not- 
withstanding all that has been 
said and written on the subject, 
friendship and good will are the 
basis of every successful busi- 
ness,” 


When a salesman is about to leave 
ask him if everything is all right. 
If everything is not all right, hold 
him over until it is. 


When you meet a customer ask 
him if he is entirely satisfied with 
the service he is receiving. If he 
says: “Yes, but—,” find out the 
trouble and_ straighten it out. 
“Buts” are not profitable. 


To new salesmen—Enter in vour 
customer book the name and de- 
scription not only of the proprie- 
tors, but of all the clerks of every 
hardware store you visit. To illus- 
trate—Redhead with cross eyes, 


named Bill. 


To salesmen—Don’t massage your 
customers. Some of them don’t 
like it. 

To salesmen—On your first trip 
don’t call the elderly customer by 
their first names. They might 
think you are fresh. 


To salesmen— Try to get your 
customers to turn through the 
pages of your catalog with you. 
On one trip start at the beginning, 
on the next trip start at the back. 
Salesmen who always start with 
axes sell very few goods in the 
back of the catalog. It is a good 
idea to start occasionally with 
zine. 


To salesmen—Don’t try your 
charms on the lady cashier. She 
may be the proprietor’s niece. 


To salesmen—There is more profit 
made looking in the front door 
than there is in looking out of it. 


To salesmen—Don’t eat your 
lunch out of the customer’s show- 
case. 

*% * * 

Many of our author friends send 
us their books to read. Here is a 
book called “Practical Advertising,” 
400 pages. Opening this book I 
see it is autographed by the author, 
Herbert Field King. It was nice of 
Mr. King to send me his book. The 
first sentence in the preface intrigued 
me. I don’t know exactly what “in- 
trigue’” means, but it sounds good 
here and now. The sentence is: 
“Advertising is news, dressed up.” 
“That’s not so bad,” I said to my- 
self. 

Then I read about 10 pages, giv- 
ing the list of contents. That sure 
was interesting reading. ‘“Millines” 
on page 150, “Milline rates” on 
page 151, “Maximil and minimil” 
on page 155, “Page size is relative” 
on page 155, “Campaign in millines” 
on page 155. “What in hades is a 
milline,” I said to myself. I turned 
to page 150 and found it was a term 
for the measurement of advertising. 

“Milline’”—a milline is one agate 
line circulated 1,000,000 times. The 
word “milline” is a contraction of 
the words “million” and “line.” The 
milline is a common denominator, 
the product of the space in lines and 
the circulation of the medium. As- 
sume that a magazine has a circula- 
tion of 1,000,000 copies per issue. 
One agate line in this case will cir- 
culate 1,000,000 times and its mea- 
surement will be equal to 1 milline. 

“The first step in selling is to at- 
tract attention, the second, to arouse 
interest, and the third, to create de- 
sire—all for the thing offered for 
sale. The thing may be an automo- 
bile or a set of books, a stock in- 
vestment or a cruise to the Orient, 
but unless attention is obtained, in- 
terest aroused, and desire created, 
there can be no real sale. A trans- 
action without interest and desire is 
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LEGITIMUS—in English, le- 
gitimate, genuine. This Trade- 
mark is your assurance of 
highest quality and value. 








WHO BUYS 
YOUR AXES; 


OME who know axes— 

and, therefore, know 
Collins. Others, who are 
either purchasing axes and 
hatchets for the first time, or 
are still “shopping around” 
to find a tool that satisfies 
every requirement and con- 








Michigan 
Single Bit 





dition. You have a real story 
for them. A company that 
has been in business for 108 
| years has accomplished this 


“T WANTED 
CONVENIENCE, TOO” in only one way—by making 


goods that completely sat- 
isfy its customers. 

Tell them the meaning of a 
108-year-old guarantee—the 
highest class materials—free 


“We have just moved into our own house. It took 
a lot of serimping and saving but we own every last 
nail in it. 

My garage is an inexpensive one—mostly stock 
material—but I did want a ‘smooth-working set of 
doors. After shopping around I selected a Stanley 
Folding Sliding Hardware Set which has the track 
on the underside of the top of the door casing— 
completely protected from the weather. 

For a person like me who must make a dollar go 
a long way this garage hardware equipment makes 
it possible to have a smooth-working, convenient 
set of doors.” 

Stanley Folding Sliding Garage Hardware (Under 
Soffit Type) No. SX 2613 is one item in the com- | 
plete line of Stanley Door Equipment. There are be 

| 






| i 
| 
| | 


Collins Scovil Pattern Hoe 


attractive and practical installations for every size of 
opening. All types of doors are included: swinging, 
sliding, folding and overhead—for private garages, 
service stations, warehouses, fire stations and any 
commercial or industrial opening. 









Write for full details, 
THE 
STANLEY WORKS 


New Britain, Conn. 


ra 


AUGUST 16, 1934 





Western 
Double Bit 


from temper cracks 
and manufacturing 
defects. Point out the 
fact that Collins axe- 
handles are subjected 
to a special treatment 
which keeps them se- 
curely in the axe, that 
the hard head on the 
Collins first quality 
axe will stand more 
abuse than the ordi- 
nary axe. 


Collins Official Boy Scout 


Axe 


7 COLLINS 


‘'COLLINSVILLE, 
and Hatchets 


CONN. 
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These new 


Remington, 
hunting knives 
are real 
hot-weather 
sellers! 


e HANDY SIZE 
© ETCHED BLADE 


e GENUINE STAG HANDLES 


RH73 


| is vacation time . . . time for 
hiking, camping out, and fish- 
ing! And that means it’s time to cash in 
on knives for sports uses. Especially 
Remington’s new line of etched-blade 
hunting knives. 

Sportsmen want these knives. Put them 
out in the window — where everyone 
can see how attractive they are. Every 
sportsman’s fingers will itch for the feel 
of the genuine stag handles! 

Every outdoor man or boy is a po- 
tential customer. Let a window display 
remind him, every time he passes your 
store, and you'll boost your Sports Knife 
sales to a new “high.” 

Write for prices and information on 
the special summer Feature Assortments. 
Remington Arms Co., Inc., Cutlery Di- 
vision, Dept. GI, Bridgeport, Conn. 


Remington, 


OU6.u 5. pat.orF 
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merely a ‘loan’ to be called at the 
first opportunity, as exemplified by 
an order that is cancelled as soon as 
the salesman leaves.” This para- 
graph is O.K. with me! I can un- 
derstand it! 

“Do not confound advertising with 


| individual advertisements. They may 


| be good or bad. 


But if an adver- 
tisement does not at least arouse in- 
terest on the part of those readers 


| who constitute a market for the thing 
| advertised, it has no sound reason 








for its existence.” Check and double 
check! O.K. again. 

“It is important that advertising 
work be viewed in a broad way, for 
its rapid growth and great promise 
discourage any attempt to arrive at 
precise meanings for the words used. 
Advertising is not yet an exact 
science. It deals with human reac- 
tions under conditions that are con- 
stantly changing. Until we can 
standardize the human mind we can- 
not standardize advertising or write 
a final definition for any of the 
words commonly used to express its 
functions.” I have often thought 
what is expressed in this paragraph, 
but I never successfully put over my 
meaning. 

As I read into this book of Mr. 
King’s I learned more about ad- 
vertising than I ever knew before. 
Mr. King not only supplies facts 
and a whole lot of facts, but he 
writes so clearly and in such an in- 
teresting manner that you almost feel 
as if you were reading “Anthony 
Adverse.” It is a shame to tell the 
plain truth of how | started on this 
book. 

I can say, without question, that 
every concern that is interested in 
advertising should acquire this book 
and pass it around to the people who 
struggle with the advertising problem 
in their organization. As Mr. King 
states: “Advertising is not an exact 
science.” But in my long years in 
business, when I have advertised 


| more or less, I have always found 
| that everybody in the business thinks 


he knows more about advertising 
than the advertising manager. If 
you happen to be an advertising 


manager and you advertise in na- 
tional magazines, then the wife of 
the president probably reads your 
advertisements. She is not pleased 
with them. She knows she could 
write better ones herself. So she 
gives her husband, the president, her 
ideas, and the next morning, usually 
Monday, the advertising manager 
gets the works on the subject of cor- 
rect advertising from the president. 

But let’s get back to Herbert, the 
author of “Practical Advertising.” 
I notice from the wrapper that it is 
published by D. Appleton and Com- 
pany, New York and London, and 
costs $2.50 per copy. This is a lot 
of money these days, but if you will 
blow this in on “Practical Advertis- 
ing” and then read it carefully from 
“kiver to kiver,” when you have fin- 
ished you will have learned some- 
thing, not only a whole lot about 
advertising, but a whole lot about 
sales and selling. Young men draw- 
ing small salaries, but with spotless 
futures are constantly writing me 
asking a lot of questions that are 
answered in this book. The next 
time I receive one of these letters, 
and they come almost every week, I 
will take great pleasure in referring 
them to this book, not forgetting to 
tell them the price—$2.50. 

In conclusion, let me again say 
that I think this book, “Practical Ad- 
vertising,” is the best thing I have 
ever read on the subject, and is very 
easy to read and digest. I recom- 
mend it seriously and heartily to all 
manufacturers, jobbers, retailers and 
everybody dealing in advertising. As 
a matter of fact, this book is more 
than just a book on advertising. In 
a sense it is an encyclopedia of mod- 
ern business. It answers hundreds 
of questions that come up every day. 
Some of our friends down in Wash- 
ington who are struggling with 
codes, should certainly have this 
book and take a night off to study it. 
I even have the temerity to recom- 
mend it to General Hugh S. Johnson, 
with the thought that it would help 
him to better understand the funda- 
mentals of business as it is done in 
these United States. 





Cincinnati Tool Co. 
Issues Catalog 34 

Showing “Hargrave” clamps, clamp fix- 
tures, hand screws, cold chisels, punches, 
wood chisels, wrecking, floor and other 
types of chisels, bull points, star drills, 


catalog No. 34 has illustrations in actual 
colors. File cleaners, metal cutters, bench 
anvils and washer cutters are other items 
shown. This 32-page catalog includes an 
index and price information. The Cin- 
cinnati Tool Co., Cincinnati, Ohio. 
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1000% INCREASE IN BUSINESS 


IN 30 DAYS 
WITH THIS PROMOTION PLAN! 





HE man who wins the most smiles from Lady Luck is 
the fellow who sharpens his wits, digs in and makes 
the breaks! 


e 

A certain merchant was regularly selling an average of 
about 100 Bissell Carpet Sweepers per month. But he wasn’t 
satisfied . . . so he began a campaign of aggressive selling 
and good floor display. And (we have his word for it) he 
sold 1,050 sweepers in exactly 30 days! 

A letter from a big New York City department store says: 
“Did it pay us to put some promotion behind the Bissells? It 
certainly did! Why, in the first 30 days we sold more Bissells 
than we sold during the entire previous twelve months!” 

Another great store, through aggressive selling and smart 
display, recently sold more Bissells in one month than 
had been sold the previous eleven months. 

The above records were made with the “Silver Streak” 
and ‘‘Century” models. 


Prove it to yourself 


We could cite other examples . . . but we’d rather you tried 
it yourself. It won’t take long to prove how easy it is for you 
to step up your Bissell sales. 


Wide-awake merchants everywhere appreciate Bissell’s 
quick turn-over, its substantial markup and high profit of 
unit sale, its exceptional customer satisfaction. 


They know that the Bissell is a sure-fire display attrac- 
tion. They know it to be a sweeper of proved worth... 
backed by experience . . . and the only sweeper backed by 
consistent national advertising. 


Get the Bissell story . . . write us today. No obligation. 


It will pay you—as it has others 


BISSELL CARPET SWEEPER > 


COMPANY 
Grand Rapids, Michigan 


New York Office and Export Dept.—46 W. Broadway, New York 
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FOR 


SCHOOL BUSINESS 


In every locality this month there is one or more 
school buildings, each of which is a prospect for 
replacement hardware. This is the business to go 


after, and here are two Rixson Specialties to win 


a good profit. 





Rixson Single-Acting Door Check 


This guaranteed check operates with unexcelled precision 
and endurance. Made by pioneer checking device manu- 
facturers, it closes doors smoothly and positively, yet 
permits their opening under the light touch of children. 
Ideal for schools. 





Rixson Nos. 38 & 39 Door Stay & Holder 


Curved spring arms, a new principle in door stop, take 
up the shock of full opening. Saves hinge damage. In 
No. 38 a hold-open adjustment is made by a turn of the 


thumb piece. No. 39 holds doors open automatically 
when pressed back. 


THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue Chicago, IIl. 


New York Office: 2034 Webster Avenue 
Atlanta 


Philadelphia New Orleans San Francisco 
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The bristles 
can’t come out. 























Another 
new idea to 
help you sell 
WOOSTER 
BRUSHES .. . this 
new WOOSTER BRUSH- 
KEEPER is all metal. It is 
simple. It works. The Foss- 
Set process leaves the natural oils 


in Wooster Brushes. The BRUSH- 
KEEPER preserves these oils and 
keeps paint from hardening in the brush. 
Makes thorough cleaning unnecessary .. . 
The Wooster BRUSH-KEEPER is one more 
reason why it pays to handle WOOSTER FOSS- 
SET BRUSHES. 


THE WOOSTER BRUSH CO. 


WoosTeER BRUSHES 
ARMSTRUNG BROS. 


Improved Pipe 





WOOSTER, OHIO 





Wrenches 
and 


Tongs 









LANTERNS 





Drop Forged 





for 
pre COTTAGERS 
CNS 6 6 6 & & CAMPERS 


Improved Designs 


The handiest Pipe Wrench made—lighter, | 
stronger, a better balanced tool. All Steel, 

drop forged with jaws of hardened tool | 
steel. 10 design features (patented); no 

clumsy housing or troublesome flat spring; | a P . . 
forged-in lugs that withstand any side For lighting tent interiors, and rough 
strain. trails when hiking at night, there is no 
ARMSTRONG BROS. Chain Tongs have real service substitute for Dietz "Little 


¢ 
FF Daas Dietz Lanterns to get the 
profitable Camper and Cottager trade. 


drop forged jaws, forged handles, proof- . " Ih 
, " , WwW ‘ ua 

tested chains, improved designs that make izard Lanterns. They are equally 

them stronger, handier. essential around summer cottages for 


Write for Circulars dozens of uses. 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” } 


314 N. Francisco Ave., CHICAGO, U. S. A. 
New York Sales Offices 109 Lafayette St. 


R.E. DIETZ COMPANY 


NEW YORK 
Makers of Lanterns for the World; Founded 1840 














74 


Transcontinental 
Bicycle Race 
Fine Sales 
Opportunity 


(Continued from page 42) 


cles as prizes to the area winners, 
and medals will also be awarded. 

The old cross country record, 
established 38 years ago, is not ex- 
pected to stand after the present 
generation of wheelmen have finished 
their run. Modern bicycles, together 
with hard surfaced highways, make 
it almost certain that several days 
will be cut from the old record. 
Bicycle clubs, retailers of bicycles, 
and manufacturers are assisting with 
the local elimination contests, which 
are creating greater interest in the 
pedaling sport in general and the 
race in particular. 

The promotion committee on 
routes east of Nevada is composed of 
Charles A. Persons, Worcester, 
Mass., Alvin J. Musselman, 971 E. 
Sixty-third Street, Cleveland, Ohio, 
and Frederick A. Baker, Frederick A. 
Baker & Co., 16 Warren Street, New 
York City. This committee names 
Walter A. Bardgett, 812 W. 18lst 
Street, New York City, correspond- 
ing secretary. 

The League of American Wheel- 
men maintains headquarters at 149 
Church Street, New York City, and 
in its revived form is pledged: to 
secure a place for bicyclists to ride 
and side-paths; to protect and defend 
the rights of cyclists; to encourage 
touring on bicycles; to work for leg- 
islation for the good of cyclists; to 
promote a fraternal spirit among 
cyclists; to provide a monthly 
League bulletin, and to help promote 
the transcontinental relay race. 
Membership dues in the League are 
$1 per year. 

The League’s president is Colonel 
De Witt Page, president, New De- 
parture Mfg. Co., Bristol, Conn., and 
a vice-president of the General 
Motors Corp. Other officers are: 
First vice-president, Alvin. J. Mus- 
selman, Musselman Hub Brake Co., 
Cleveland, Ohio; treasurer, Frederick 
A. Baker, president, Frederick A. 
Baker & Co., New York City, and sec- 
retary, Walter A. Bardgett, former 
racing cyclist, and now editor of 
The New American Motorcyclist and 


Bicyclist, New York City. 
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A Revolutionary Improvement in GLASS CUTTERS with OILMATIC 
The Only Self-Oil-Feeding Glass Cutter on the Market 


A sure cut with each stroke of the wheel. 
The amateur at once becomes an ex- my 
perienced Glass Cutter. 








Oil, the secret of a sure cut. 
i) i flows into the cut as the wheel rolls over the 
surface of the glass. No more cold cuts. Our wheels 
are especially hardened, tempered and precision honed and 
interchangeable. 
OILMATIC A LIFE TIME TOOL 


OILMATIC GLASS CUTTERS, Ine. 


160-16 Jamaica Avenue * Jamaica, New York 





Pat. Pending 











FROM THE TOP IS THE CORRECT 
SCIENTIFIC METHOD OF VENTI. 


LATI iain 










FOR THE WINDOWS 
O AMES | m GIVES YOU THE AIR 
oe = a a ; THE cee 
The Shovel That Built America . = ee winerhonabaingies 
AMES BALDWIN WYOMING CO. 





Sill 


non-mechanical, simple in construction, a com- 
bined ventilator and shade holder makes this 
possible. That’s why it is 


AVANUPAVARSDAATHT 

















| 
| TSS 
ee = << ~ A FAST 
PARKERSBURG, W. VA. NORTH EASTON, MASS. Si Sal ie 5s 93 
E | | ~) SELLING ¢ ITEM 
Famous A B W Brands 4 p possessing many exclusive patented features. 
Oo. AMES KNOXALL RED EDGE = 31) ‘ CT 
BRONCO MONONGAH PONY K GET THE FA is Ss 
PACEMAKER HUSKY COAL BLUFF — Irn VENTILATING PRODUCTS CORP. 
we 1841 Broadway, New York City 





—-NEW! STARTLING! 
Vaughan’s 


‘“HOLD-TITE”’ 


EXPANSION STOPPER 
BOTTLE {J EXPANSION AND BOTTLE OPENER 


OPENER ‘§ STOPPER 


€ 4 i, A Perfect Bottle Stopper. Made of non- 





Saves Sprinkling Time 


The big smooth waterway in the Sherman 
Diamond Nozzle throws more water farther in 
less time than other nozzles—shortens sprink- 
ling hours. In the 


SHERMAN 


Diamond Hose Nozzle 








blooming rubber. Metal parts of the 
bottle opener are polished and double 
plated. Nickel finish. Packed in boxes 
of 2 dozen with 2 colorful display cards 


the Pilot holds the spray point central insuring 
uniform spray. Combines straight stream, 


° . Send f ices . 
—— aoa DP ae tl ne spray and shut off. 12 in carton—12 cartons 
No. 208. in case. Sold through Jobbers. 


VAUGHAN NOVELTY MFG.CO., Inc. 


World’s Largest Manufacturer of Can Openers 
3221 Carroll Avenue, 
Chicago, Ill,, U. S. A. 


STERLINGWORTH 


DOUBLE BARREL SHOTGUNS 


H. B. SHERMAN MFG. CO. 
Battle Creek Michigan 


























( 
CO Sportsmen recognize the rare value youcan §& 33 epee 
offer them in a gun of famous Fox Quality at _ Retail 
FOX GUN DIVISION 
SAVAGE ARMS CORPORATION 


Dept. M-3. Utica, N. Y. 








~l 
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ROCHESTER ADJUSTABLE 
SASH BALANCES 


A product of Guar- 
anteed quality. Real 
| profit in handling 
P them. 

Write for prices. 


Rochester Sash Balance Co., Ine. 
Rochester, N. Y. 











The Original 


“HORSESHOE MAGNET” 
HAMMERS 


Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 
Sole Manufacturer 
596 Atlantic Ave., Boston, Mass. 














BOLTS 








NUTS 
SCREWS 
RIVETS 2eman 


Gran BuosBo.t | 


BEMISS STREET, MILLDALE. CONN. 
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Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 


glad to serve you. 


HARDWARE AGE 


239 West 39th St, New York City 
© 
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Ours is a 
COMPLETE 
















Nearly 400 Millions for Crop 
Reduction 


(Continued from page 45) 


of the farmers signed the reduction 
contracts, which entitle them to this 
money. Thus the Government on 
this plan, will put enough free 
money into the hands of the farm- 
ers of Illinois to amount to an aver- 
age of $118 for every farmer in 
that State. In Nebraska there will 
be available enough money to make 
nearly $200 per farmer. And in 
Iowa there will be an average of 
$232 per farmer, considering the 
total farmer population of the state. 

A close-up view of the gigantic 
spectacle reveals that in Cuming 
County, Neb., a county 24 by 24 
miles in dimension, there will be 
$855,235 of corn-hog benefit money, 
or some $420 per farmer in the 
county. In Custer County, Neb., a 
county approximately 48 by 48 
miles in dimension, and sparsely set- 
tled, there will be distributed $1.- 
091,960, according to the Nebraska 
Corn-Hog Board of Review of the 
Agricultural Adjustment Administra- 
tion. 


Loans Cleared Away 


The corn-loan money of the past 
spring paid off a lot of taxes; paid 
off some notes at the banks; paid 
rent to the landlord; made some 
back payments on automobiles, and 
did a lot of other odd jobs that 


were mostly foregone conclusions 


before the money arrived. Thus that 
preliminary money, by cutting a 
clean swath through a lot of mort- 
gaged obligations, left the road more 
or less clear for this “free” corn 
and hog money, which the farmer 
may now spend where he chooses. 

To a large extent, when the farmer 
gets this money in his pocket, he 
jingles it freely, lifts his chin, 
looks the world in the face, and 
starts once more to select his own 
purchases; instead of merely ex- 
changing one note for another, as 
he did so largely when the corn 
loans came. 


Women Demand 
Consideration 


His wife, to be sure, has some- 
thing to say about it. - Experiences 
of last winter and spring indicate 
that farm women are looking hus- 
bands squarely in the eye now and 
demanding the old kitchen range he 
replaced by a new; that a power 
washer be put in place of the old 
hand washer or the tub; that a work- 
able radio set be brought in; and 
that a lot of other things be pro- 
vided which the hardware store can 
supply to make farm home life more 
pleasant. 

“FREE” MONEY — $367,055,630 
OF IT! IT IS WORTH PURSU- 
ING! 





the soil that seeding operations, which 
extremely difficult in many districts. 


particularly for early sown crops. 


potato crops. 


relief are now under way in China. 


on the European continent. 





Other Countries Are Also Hard Hit By Drought 


Growing crops in practically all countries of the Northern Hemisphere have been damaged 
by the prolonged drought, reports the Foreign Agricultural Service of the Bureau of Agricultural 
Economics, in a late summary of the world drought situation. Even in the S 
particularly in Argentina and Australia, the lack of moisture in recent months has so dited out 


Reports of drought in Russia have been numerous this year, and there are indications of a 
considerable reduction in yields in the important wheat growing areas of Southern Russia 


The drought has also damaged bread and feed grain crops in the countries of the Danube 
Basin, including those of Hungary, Rumania, Yogoslavia, and Bulgaria. 

The damage by drought has been especially severe in the countries of Central Europe 
where both bread and feed grains have suffered greatly. Germany, Poland, Czechoslovakia, and 
Austria were favored with light to heavy rains recently but they came too late to offset the 
damage already done. Feed crops in Germany and Czechoslovakia have suffered heavily from 
drought, and a feed shortage is now threatened in both of these countries. Germany faces an 
especially serious situation because of the drought damage to her feed grains, hay and 


While a considerably larger wheat crop was expected in Canada this year, the continuation 
of the drought, together with damage from frost in some northern districts and ravages of grass- 
hoppers in some southern regions, has steadily reduced originally anticipated yields. 

The drought has also affected the Chinese rice yield, with recent reports indicating a reduc- 
tion of at least 20 per cent in the crop because of the dronght. Plans for large-scale drought 


Meteorologists of the U. S. Weather Bureau have found that the atmospheric conditions that 
brought on the drought devastation in the United States were also present to a striking degree 
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now being completed, have been made 
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TILETTE Liquid Porcelain Glaze | ; 
repairs unsightly chips SINCE 1859 
Liquid Porcelain Glaze heagey dag son Speaking of cocoa mats, ane us we'v “ me more 
" tories, Refrigerators, etc. than a bowing acquaintance with the best rere amilies 
Ready for use, water- since 1859... which makes us the daddy of ‘em all. 
proof, dries quickly with Pardon us for pointing, but we've had to be good to stick 
that a permanent porcelain around that long. We know our cocoa mats; we know 
gloss. In 1 oz jars, how to make ‘em so they're “different”; we know how 
te4 a packed 12 to attractive to style ‘em so you can make money selling cocoa mats. 
counter display. Quick Ask your wholesaler 
nort- 25 cent seller. Liberal ‘ 
nore profit. Ask your jobber | DARRAGH, SMAIL & CO. Ltd. 
corn = aw ee. MS ee BALFOUR. GUTHRIE & CO. LTD. AGENTS 
cannot, write to us. | | 295 Fifth Avenue New York City 
_ TILETTE } 
oses. | ame Ea me CEMENT CO.,INC. | 
rmer age 401 Lafayette St., N.Y. || | 
he 1115 Temple Street || | 
‘hin. Los Angeles, Calif. | 
and | 
own Everybody whe sees 
ex: them wants the new | STAPLES WAX 
» as Sold almost 100% through retail hardware and paint 
corn M ae as if E stores. This is your assurance of fair profit and 
Aluminum Push-Pinas i, Se eae. 
To Hang-up-things H. F. STAPLES & COMPANY, Inc. 
Can be hammered into walls without breaking. Won’t Medford, Massachusetts 
mar wall paper or plaster. 
me In Window-front Packets, 6 for 10 cents Makers of 
a Our small Counter Displays hold one dozen packets STAPLES PASTE WAX 
wane and — sales for dealers. STAPLES LIQUID WAX 
Order from your Jobber and get your share STAPLES MIRROR KOTE 
hus- of the profits. Our new Price List of all 
anal our products now ready. oe es eS 
and a complete line of commer- 
> he MOORE PUSH-PIN CO. cial floor waxes and polishes. 
wer 113-125 Berkley St. PHILADELPHIA, PA. 
old : 
ve The Shopper’s Eyes 
an sie 
ne mane the Shoppers Buy Cros s Sterilized 
can Display it and you 
sell it. 
bose Here are three items in 
kitchen cutlery ranging | 
630 in price from 10 to 25 | 
SU- cents em ng aaa 
your cutlery sales. ‘ °, | 7 
100% usable 
a Ask your’ jobber 
“a play Material an rices. 
al LANDERS, FRARY & CLARK | : 
, NEW BRITAIN, CONN., 
ut U.S.A: | 
de 
. GRANITE STATE LAWN MOWERS 
be 
a SERVE ALL GRASS CUTTING REQUIREMENTS 
“ LEADERS IN QUALITY AND SERVICE FOR SEVENTY-FIVE YEARS 
a @ Built with 8, 9 and 10 inch wheels—3, 4 and 5 knives. New fool-proof 
d self-adjusting ball bearings—Spring cover oil cups—Easy knife adjust- 
ments and high grade throughout. 
n @ 12” TO 20” CUTTING WIDTHS @ 
* HINSDALE, NEW HAMPSHIRE 
John T. Rowntree, Ine. George P. Barth C. W. Pitt Manufacturers’ Agency 
a iii "123 gouth Olive st Detroit Mie. nw pladelphiay Pas 
Pe a Louis Wiltiams & Company S., &, keene se 
- Nashville, Tenn. St. Louis, Mo. Cleveland, Ohio 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted Adver- 
tisements at Special Rate of 
one cent a word, minimum 
fifty cents per insertion. 








THE FOLLOWING RATES 


| apply to “Help Wanted,” “Business Oppor- 
| 
| 
| 


tunities,” “Sales Accounts Wanted” and 

“Sales Representatives Wanted” advertise- 
ments. 

Set Solid, Maximum of 50 words..... $3.00 

Each additional word ........... .06 

All Capitals, Maximum of 50 words.. 4.00 

Each additional word ........... 06 


Allow Seven Words for Keyed Address. 
Remittance Must Accompany Order 


Send check or money order, not currency 








Use the “‘Classified Opportunities Section” ito Reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 


BOXED DISPLAY RATES 
BD Gee. ccccecicccnceteesceeesscoe $5.00 
Fach additional inch ..........+-+-. 4.00 


Discounts for Classified Advertising 
4 insertions, 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 
ments. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 13 Days 
previous to date of publication. 
Address your advertisements and replies to 


HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 

















BUSINESS OPPORTUNITIES 


SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 








ON ACCOUNT OF AGE, failing heaith and 
hearing, am compelled to dispose of my paint and 
hardware business in South Dakota town locatec 
on busy corner of main street and highway. 
Large trade territory. To get buyer quickly will 
sacrifice stock at 15% below market value, some 
of accessories at half cost or less. Stock and 
accessories will invoice about $6,000. Will sell 
or rent building to suit buyer. A real snap for 
someone. Address Box B-478, care of HARDWARE 
Ace, New York City. 


HARDWARE AND PAINT STORE AT 
sacrifice due to partnership disagreement. Monthly 
sales average over $700 this year. Stock will 
inventory about $5,000. Rent $50 per month. 
Excellent location in good suburban Long Island 
business centre. Established over 10 years. 
Address Box B-480, care of Harpware Ace, New 
York City. 


ADVERTISING 


HOME STUDY 





ADVERTISING—HOME STUDY. THE AD- 
VERTISING MINDED hardware’ merchant 
makes the most money. Send name and address 
for booklet outlining new home study course. 
Hundreds of successful retail merchants have 
graduated from this old established school. Write 


today. Address Page-Davis School of Advertis- 
ing, 3601 Michigan Avenue, Dept. 248 C, Chi- 
cago, Il. 








SALES ACCOUNTS WANTED 











Exceptional Opportunity For Manufacturers 
We can offer you arrangements to decrease your 
overhead in the Metropolitan section and nearby 
sections bordering New York City Our warehouse 
sample room space, together with salesmen calling 
on the trade, will prove a great advantage to you 
We are interested only in manufacturers that are 
willing to stock merchandise. Our name is known 
to the trade since 1886, and we desire add'tional 
lines winter goods, galvanized ware, factory, ma- 





chinists’ supplies, nuts, bolts, replacement arts 
service. Address Box B-482, care of HARDWARE 
AGE, N. Y. C. 














FORMER HARDWARE JOBBING EXECU- 
TIVE, BUYER for 27 years with nationally 
known jobbing house, desires to represent a select 
list of hardware manufacturers in the Twin Cities 
and contiguous territory. Have intimate knowl- 
edge of jobbers and retail hardware business in 
all its phases and ramifications. Wide acquaint- 
ance in territory mentioned. If you are looking 
for a man with long experience, clean record and 
demonstrated sales ability, write me your propo- 
sition. Address Box B-462, care of HarpwareE 
Acre, New York City. 


LINES WANTED FOR CONNECTICUT 
HARDWARE TRADE. Products of reputable 
manufacturers for Fall and Winter or year- 
‘round sale that will be readily acceptable and 
produce good volume of business. Preferably 
lines that will build steady repeat business. 
Address L. D. Trowbridge, South Glastonbury, 
Conn. 
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WANTED FOR CHICAGO 
manufacturer with established 
cabinet and light shelf hard- 
ware. Commission _ basis. Credit allowed on 
repeat and mail orders. Should know builders’ 
hardware and acquainted with retail hardware 
trade. Give experience, lines now handled, ref- 
erences. Only first-class men considered. Re- 
plies held confidential. Address Box No. 7543-A, 
care of HAarpware AGE, 802 Otis Bldg., Chicago, 
Til. 


SALESMAN 
DISTRICT by 


line of builders’, 





ARE YOU THE MAN? The man we want has 
a following among hardware and department 
stores, plumbing and heating contractors, etc., 
and he is looking right now for an additional line 
to offer to his trade. Such a man will find in 
our line of Iron Pipe Fittings the opening he is 
seeking—plus an unusual opportunity for sub- 
stantially increased earnings. Are you the man? 
If so, write now to Box B-470, care of Harpwart 
Ace, New York City. 


SALESMEN: MID - WESTERN PAINT 
MANUFACTURER has territories open fo: 
dealer salesmen. Three complete price lines to 
meet every dealer demand. Repeat business as- 
sured on every account opened. Liberal com- 
missions. Will consider side line salesman. Will 
give protected territory. Full credit on mail 
orders. Address Box B-474, care of Harpware 
Ace, New York City. 7 


LIQUID SOAP DISPENSERS ARE BEING 
used more and more by the hardware trade. 
There is an opportunity for several represen- 
tatives to handle our line,, which also includes 
liquid soap, metal polish, disinfectant and kindred 
items. We are an old established concern. Ad 
dress Box B-472, care of Harpwarr Acre, New 
York City. 


FORCEFUL ORGANIZER 
TYPE to introduce necessity to 


SALESMEN 
EXECUTIVE 


trade. No competition—guaranteed _ territory- 
sales campaign national. Apply by letter only. 
Give references, also sales background. _ Inter- 


view will be arranged for applicant and selections 
made for Key Territories. Address H. Bush & 
Son, 168 Pennington St., Newark, N. J 


SALES REPRESENTATIVES WANTED 
WHO ARE closely connected with the hardware 


trade, industrials, eens by well-rated 
established manufacturer. Excellent — sideline 
proposition. Quality product—pocket samples. 
State past experience, present territory, ete. 


Address Box No. 7544-A, Harpware Ace, 802 


Otis Bldg., Chicago, Ill 





FACTORY REPRESENTATIVE TO THE 
WHOLESALE jobbing trade. Insecticides, floor 
waxes, furniture polishes, metal polishes.  Ter- 


guaranteed. Priced 


ritory protected. Quality ; 
low. Give references in full detail, experience. 
Only go-getters .wanted. Address Box B-476. 


care of Harpware AGe, New York City. 





SALESMEN WHO ARE IN CONTACT with 
their customers regularly, to sell our line of 
salesbooks, order books, register forms and seal 
ing tape. State territory covered and references. 
Replies treated confidentially. Address Depart- 
ment HA, Syracuse Salesbook Co., Syracuse, 
N. Y. 





SALESMAN — CALLING ON JOBBING 

TRADE carry on commission — attractively 

packed and priced right. Metal polish, silver 

cream, insect spray. Good side fine. Address 

The Slick Shine Co., Inc., 179 Van Buren St., 
MN. J. 


Newark, 





EXPERIENCED SALESMEN CALLING ON 
HARDWARE stores, hardware jobbers and glass 
trade to sell the only self-oil-feeding glass cut- 
ters on the market. Handy side line. Commis- 
sion basis. Address Box B-454, care of Harp- 
warRE AGE, New York City. 


WANTED -- RESPONSIBLE SALESMEN, 
COMMISSION BASIS, to solicit wholesale and 
retail hardware and lumber trade by hardware 
specialties manufacturer. Address Box B-471, 
care of Harpware Ace, New York City. 











POSITIONS WANTED 





MANUFACTURERS, ATTENTION — ARE 
YOU INTERESTED in obtaining the services of 
a man, 34 years old, who is not afraid of work 
and will give you the proper type of representa- 
tion? Eleven years’ experience calling on the 
hardware trade, retail, jobbers and mill supply 
houses. Six years in Southwest. Prefer South- 
west territory but would consider Middle West. 
Can furnish best’ of references. Address— 
Ralph J. Compton, Lamar Annex Hotel, Houston, 
Texas. 





HARDWARE STORE POSITION WANTED 
BY MAN with fifteen years’ wholesale and 
retail experience, in buying and selling. For 
past eight years have managed a modern retail 
hardware, housefurnishing, toy and electric ap- 
pliance store. Thorough knowledge of all branches 
of hardware. Married, age 30. Well recom 
mended. Residence, Philadelphia. Willing te 
locate anywhere. Address Box B-481, care of 
Harpware AGe, New York City. 








Hardware Personnel 


FROM THE MANAGER TO THE 
DELIVERY BOY 


WHOLESALE RETAIL 


Our files contain applications of several 
hundred experienced and well-trained em- 
ployees in the hardware industries. 


NO CHARGE TO EMPLOYERS 
FOR THIS SERVICE 


If we can be of any help to you, just phone 
ASSOCIATED PLACEMENT BUREAU 


152 West 42nd Street New York City 
WIS. 7-1802, 1803 
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e CLASSIFIED OPPORTUNITIES e 





POSITIONS WANTED POSITIONS 





WANTED POSITIONS WANTED 


EXPERIENCE D TRAVELING SPECIALTY AVAILABLE IMMEDIATELY AS _ SALES. WANT TO REPRESENT A _well-rated 


SAIL.ESMAN who has had twenty years varied | MAN COVERING Metr« 
selling, advertising and promotional experience to | surrounding area, includi 


»politan New York and | manufacturer, hardware or electrical specialties, 
ng Long Island. Ex Illinois, Wisconsin and Iowa, Chicago headquar- 


wholesale hardware, auto, mill, mine, plumbing, | perienced in general retail hardware, housefur ters. Well acquainted with the electrical and 
sporting goods, railroads, large industries, mai] | nishings and mill supply lines. Have wide trade | hardware jobbers and trade alike in this terri- 


order and chain stores covering the U. S. and acquaintance in this terr 
Canada, would like to connect with a manufac- | satisfactory references. Ax 
turer as salesman. Correspondence invited. Ad- | of Harpware AGE, New 


dress Box B-457, care of Harpware Acr, New 
York City. - 

WANT CONNECTION WITH ESTAB-| TO WHOLESALERS 
LISHED MANUFACTURER for California or | DISTRIBUTORS, want 


Pacific Coast. Wide experience selling hardware, | tion. Thirteen years’ practical experience in the 


mill supply, electrical and automotive jobbers. Un- | manufacture and design o 


usual record as salesman and manager. Best | castings, also shop planning and developing new 


bank and commercial references and bond. Liberal | items. Draftsman. Mar 
arrangement with reliable concern offering perma- | to locate anywhere. Add: 
nent connection with future. Address Box B-444, | Harpware AGE, New 
care of HARpwarE AGE, New York City. 








PATENT ATTORNEY, SKILLED IN COR- 





PORATION patent work, soliciting of patents, AFTER MANY YEARS OF SUCCESSFUL 


itory and can furnish} tory. Salary or drawing basis. Highest refer- 
idress Box B-477, care | ences. Address Box 7542-A, Harpware AcE, 802 
York City. Otis Bldg., Chicago, III. 


AND MILL SUPPLY 


permanent sales posi 


WANTED: POSITION AS BUYER AND 
Salesman in retail and wholesale hardware, either 
in auto supplies, hardware, both builders’ and 
housefurnishings, or paint. Am a live wire. If 
ried, age 34. Willing | YOu are interested in a salesman, not a clerk, 
would like to hear from you. Address replies to 


f heavy machinery and 


ess Box B-473, care of 


York City. Box B-468, care of Harpware AcE, 239 West 


39th Street, New York City. 


interferences, the design of non-infringing prod- | experience with one concern, enjoying the con- POSITION WANTED BY A MAN living in 


ucts, etc., and who is retained on a part time | fidence and friendship of 
basis by a leading New England corporation, is | wholesale hardware trade 
seeking a few additional companies requiring | to an exceptional degree, 
constructive patent services. Highest references | to transfer my _ services 


practically the entire | eastern Virginia with more than fifteen years’ 
of the United States | experience buying and seliing hardware, paint, 
I am now at liberty | housefurnishings and sporting goods, retail. Also 
to some other reliable sold cutlery two years in Virginia, West Vir- 


submitted. Address Box B-475, care of Harp- | product selling through this trade. Address Box | ginia and North Carolina. _ Address Box B-479, 


WARE AGE, New York City. B-483, care of Harpwart 





Ace, New York City care of Harpware AGre, New York City. 











CUSTOMERS ASK FOR 
CLANCY 


““SURE-GRIP”’ 


HOSE CLAMPS 


Easy on the Hose 
Permanently Tight 


J. R. CLANCY, Inc: 


Syracuse N. Y. 














[EPASE'S 


LEPASE'S CASEIN GLUE 
LEPAGE'S LIQUID SOLDER 
LEPAGE'S GRIPSPREADER MUCILAGE 
LEPASE’S COLD WATER WALL SIZE 
LEPAGE'S WATERPROOF CEMENT 
LEPAGE'S PAPER-HANGERS PASTE 


RUSSIA CEMENT CO.,GLOUCESTER , MASS. 






























































FLORENCE 444 STOVE CO. 





Halter «1d Dog Chains 


“BACCO 


SPECIALTIES 


For chain and chain specialties of all 
kinds ask your jobber for ACCO— 
the brand of best materials and best 


workmanship 


AMERICAN CHAIN COMPANY. Inc. 


BRIDGEPORT, CONNECTICUT 














WORLD'S LARGEST MANUFACTURERS 
OF WELDED AND WELDLESS CHAINS 








GARDNERE HAMAS S. U.S.A. 








Good Window Displays « « « « 


Do you realize that no one factor will 
draw people to your store like attractive 
window displays of seasonable merchandise? 


Hardware Age is continually reproducing 
such window displays—its representatives 
are always on the lookout for new ideas. 





HARDWARE AGE, 239 West 39th Street, New York City 


« «# «£& «€£ &€£ &€& &€& &€& & & & 


And many dealers who require their own 
copy of Hardware Age find it highly profit- 
able to subscribe to extra copies for their e 
sales force. 


The cost, $1.00 per year, is returned over 
and over in better windows and increased 
trade. 








AUGUST 16, 1934 
LJ 
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Supplied in leak- 
proof tubes, each 
in an individuai 
carton and pack- 
ed in a colorful 
display as illus- 
trated. 










DUTCHBRAND 
FRICTION TAPE 
DISPENSER 
The modern way to sell 
more Friction Tape. It’s 
patented! 











® More popular now than ever. 


No premiums, no deals, but a 
bigger actual cash profit! Investi- 
gate... don’t miss this new profit 
opporcunity! 

This Tire Fluid will please your 
customers too. Repairs are easily 
made with this product. Just 
screw the nozzle of the tube into 
the valve and force the fluid into 
the tire. The fluid finds the leaks 
and fixes them ... permanently! 


DUTCH BRAND Tire Fluid | 


will not ferment, crystallize, evap- 
orate nor decompose. 


Order From Your Jobber 
or Write Us 


VAN (CLEEF BROS. 


Established 1910 


Manufacturers DUTCH BRAND Rubber 
and Chemical Products 


Woodlawn Ave., 77th to 78th Streets 
Chicago, U.S. A. 
Other Fast-Selling Nationally Adver- 
tised DUTCH BRAND Products 





Household Cement 
General-Use Oil 
Rub’r-Shim—Stops drafts and rattles in | 
automobile bodies and around the home | 
Last-Long Shoe Soles 
“7711” Rubber Cement 





DUTCH BRAND 
NEV’R-CREEP 
CEMENT 
This is the new plas- 
tic rim cement that 
cycle dealers have 
been ay about. 


DUTCH BRAND 
GOLD AND ALU- 
MINUM PAINT 
This — produces 
a highly attractive 
covering on all sur- 
faces. It flows easily 
and gives a smooth It sticks tightly ... 
finish and retains its no creeping. Non- 

luster. crystallizing. 










F 
“ec DUTCH BRAND EXHIBIT“ 


TS! Ty re 
A CENTURY ” PROGRESS =f HICAGO-1934 























Exposed face of 
the cylinder is 
depressed in the 
ring. 


DRAWN 

STEEL 

Is 

STRONGER 
Than 

CAST 
IRON 

& 




















HIS latch has strike 
and case in finely ja- 
panned wrought steel. 


The five-pin-tumbler-cyl- 
inder is furnished with 
three embossed bow, 
milled, nickel silver keys. 


This latch, in every de- 
tail, is finished just as 
handsomely as any night 
latch on the market. 


The Eagle Quality Line 


Night Latches 
Trunk Locks 
Front Door Sets 


Wood Screws 
Stove Bolts 
Machine Screws 


Store Door Sets 
Padlocks 
Cabinet Locks 


EGE CK. co, 


26 Warren Street-- 


521 Commerce St. 
Philadelphia, Pa. 


w-York, 


114 Bedford. St 
Boston .M 


Branch Offices: 
177-179 N.Franklin St. 
Chicago, lil. 


Works at Terryville, Conn. 
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THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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TRAPPERS WILL BE ASKING YOU FOR 
VICTOR No. 33 


The ideal Muskrat Trap 
designed to eliminate wring-off 


Thousands of these traps are now out in use and trappers 
are writing in that No. 33 is the surest thing for a muskrat 
they've ever set. Designed to eliminate wring-off, and it does! 
Order from your wholesaler. 
ANIMAL TRAP COMPANY OF AMERICA 


The world's oldest and largest Manufacturers of Animal Traps 


LITITZ, PA. & NIAGARA FALLS, ONT. 











Talk Quality and Dependability— MOULTON LADDERS 


Sell the Hill Strong and Safe 
Profitable, Satisfactory Sellers 


Tell Housewives how the Hill Champion Clothe-~ Dryer saves time. 

labor and steps—they simply revolve it which brings every foot of YALE (MECHANIC TYPE) STEP- 
line right before them—hang entire wash without walking a step. LADDER as shown. A quality step- 
No lugging heavy basket of wet clothes from place to place. Easily ladder, made strong, safe and dur- 
erected. Sturdily built. Was folding removable reel and removable able. Has malleable top hinges 
post. Three sizes to hold 100, 115 and 150 ft. best cotton line. An clamped over top—¥% in, Steel rod un- 
outstanding seller that returns a good profit. Send for Booklet—it der each tread with truss block. Stee! 
shows complete line braces under bottom tread. Cad 


mium plated hardware. Sides 3% 
in Legs 2% in. with 1% in. rungs 


L Treads 3% in. Sizes 3 to 12 ft. 
Wet. approx. 3 Ib. per ft. 


EXCEL STEPLADDER—a safe, light 





















Clothes Dryer Co., Inc. weight stepladder at ! nee price 
; h 1 than the Yale. zes: to t. incl. 
= “4 a pen Worcester Mass. Wet. approx. 2% Ib. per ft. 
oo Oryer New York Distributor Send for Literature and Trade-prices. 
H Kornahrens, Inc. The Moulton Ladder Mfg. Co. 
Somerville Mass. 





















Most imitated nozzle on 
the market — that’s the 
Boston Nozzle. Never 
equalled in quality. 
Simple. Substantial. 
Fastest seller anywhere. 
Each nozzle packed in 

separate carton. 12 car- 
To completely satisfy your customers, ask your jobber for COLUMBIAN > tons in — 
Tape-Marked. You can tell it by the Tape-Maréker in all sizes and so REREECE SPRAY Nox aL! 74) lithographe is- 


se amon Oke lay packages. 
the red, white and blue surface markers in *4 inch diameter and larger. sy ery — 7 H E 
BOSTON 


NOZZLE 





7 
| eee en) | 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 


























Ask your 
Jobber 
and KEROSENE STO WE DO ove want 
see that Robert E 
obert E. 
— — Miller, Inc. 
Domes of 





LARS KEROSENE DR GASOLERE ¥Y) 
po ogee a oe z a aly cals Silence, Inc. 


oer frisi2 My Swedish Optimus 








package. a MUMERAL RUBBER CUSHION GLIDES siraet ea, C 
< o., 
dined “or) gee, 2 ? 
not supplied 4 nai ‘DORAK 35 ye agin 
; New York, 
—write us. DOO. 8.68 Cee Ce SS — N.Y 


KEROSENE LANTERN © REMCO REAL CARVED WOOD MOULDING nV CAPs 
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Other Hodell Chains 
WELDED 
Proof Coil Chain 
Steel Loading Chains 
Trace Chains 
Well Chain e Cow Ties 
Log or Binding Chains 
Heel and Butt Chains 
Breast and Wagon Chains 
WELDLESS 
Coil Chain e Pump Chain 
Porch Swing Chains 
Tie Out Chains 
Cow Ties e Dog Chains 
Sash Chain 
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‘SHS SHAN) PROVVUETS £9 
3934 Cooper Avenue Cleveland, Ohio 
Established 1886 


Coil Chain 





1843~Swpp.eiaus MVETY-ONE YEARS OF HONORABLE SERVICE~1954 


SH/APLEIGH' 


ESTABLISHED 1843 





TRADE MARK REG. U.S, PAT OFF. 


STOVES 


AND 


RANGES 


\e No. W400FE No. W412 || ( 
’GAS CIRCULATOR doy imal alla re) mae 















































VERY LATEST MODELS AND FINISHES 

















_ TOP COVER LIFTS UP 
FULL ENAMELED 





OVEN LINING 














PATROL FLASH LIGHTER 
AND OVEN REGULATOR 











CAST IRON FRONT 
SPACIOUS UTILITY 


COMPARTMENT WITH TRAY 























Approved by 
American Gas Association 


No. E834FA 
BAKELITE HANDLES GAS RANGES 


Popular Colors 
lvory and Crystaline Green 
Ivory and Crystaline Sun Tan 


also 
White with Crystaline Black Top 














CAST IRON LEGS 














int 








o) tS) [016 te) 
STOVES AND RANGES 
IS; COMPLETE 











ASK OUR SALESMEN 
TOMS 510). i> £0)8 


VET wo. T7898B OUR FULL LINE | 
) COAL RANGES On aves 











“DIAMOND EDGE I1S_A QUALITY PLEDGE” 


Shapleigh National Series No. 1886. HARDWARE AGE 











